Better  privacy  protection  could  limit  spam.  Companies  advised  not  to  rush  into  Web  services 
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E-Commerce 
Grows  Up 


After  the  boom  and 
bust  of  the  dot-com 
era,  e-commerce 
is  starting  to  mature.  Now 
the  emphasis  is  on  ROI,  back- 
office  integration  and,  so  shop¬ 
pers  know 
what’s  in 
stock,  Web 
site  usability. 


ONLINE  EXCLUSIVE 

Case  Study:  XM  Satellite  Radio 
has  developed  close  EDI  and  XML 
ties  with  electronics  retailers. 

QuickLink:  30019 
www.computerworld.com 
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SPECIAL 

REPORT 


SOME  HIGHLIGHTS  OF 
OUR  SPECIAL  REPORT: 

■  The  future  of  e-retailing 

includes  3-D  product  images,  ad¬ 
vanced  search  and  real-time  inventory. 

■  How  to  choose  a  commerce 
server:  Do  you  play  it  safe  with 
IBM  or  Microsoft,  or  try  a  smaller 
vendor? 

■  KBtoys.com  and  Drugstore.- 

com  use  sophisticated  technology 
to  answer  consumer  e-mail  fast. 

■  How  to  give  shoppers  a  Web  ex¬ 
perience  they  won’t  flee  in  frustration. 

STORIES  BEGIN  ON  PAGE  23. 


IT  INTEGRATION  KEY  TO  U.S.  SECURITY 


Private  sector  best 
model  for  new  agency 


BY  DAN  VERTON 

WASHINGTON 

The  success  of  the  proposed 
Department  of  Homeland  Se- 


cn 

Uj 

5 


curity  —  the  biggest  reorgani¬ 
zation  of  the  federal  govern¬ 
ment  in  six  decades  —  hinges 
on  IT  systems  integration,  se¬ 
curity  experts  said  last  week. 

The  cabinet-level  depart¬ 
ment  would  combine  tens  of 
thousands  of  federal  officials 


from  up  to  100  agencies  under 
one  command  structure.  It 
would  focus  exclusively  on  all 
aspects  of  homeland  security, 
including  terrorism  defense, 
cybersecurity  and  protection 
of  critical  infrastructure. 

The  mammoth  project  to  in¬ 
tegrate  a  multitude  of  stove¬ 
pipe  systems,  while  maintain¬ 
ing  the  security  of  compart¬ 
mentalized  information,  would 
be  overseen  by  the  U.S.  De¬ 
partment  of  Commerce’s  Criti- 
U.S.  Security,  page  55 


FBI’S  DAUNTING  TASK 

The  law  enforcement  agency  must 
overhaul  its  nationwide  IT  systems 
while  reshaping  its  culture.  PAGE  55 


STEVE  BALLMER’S  NEW  MICROSOFT 


CEO  sees  IT  managers 
below  CIO  level  as  key 


BY  CAROL  SLIWA,  DON  TENNANT 
AND  MARYFRAN  JOHNSON 

REDMOND.  WASH. 

Microsoft  Corp.  CEO  Steve 
Ballmer  spoke  last  week  with 
Computerworld  about  the  im¬ 
petus  for  the  memo  on  core 
values  that  he  sent  earlier  this 
month  to  the  software  maker’s 
50,000  employees. 

During  a  one-hour  interview 
with  senior  editors  on  the  Mi¬ 
crosoft  campus,  Ballmer  also 
shared  his  thoughts  on  a  wide 


range  of  top¬ 
ics,  including 
the  merger  of 
Hewlett- 
Packard  Co. 
and  Compaq 
Computer 
Corp.  and  the 
challenge  of 
meeting  the  in¬ 
creasingly  high 
expectations  of  enterprise 
users.  Excerpts  follow: 

In  your  memo,  you  talk  about  the 
need  for  great  people,  great  values, 
excellence,  trustworthy  computing, 

Ballmer  Q&zA,  page  6 


■ 


Get  your  infrastructure  ready  for  anything.  You’ve  got  relentless  hackers,  massive  usage  spikes, 


24/7/365  demands,  big  CEO  requests,  etc.,  etc.,  etc.  What  is  going  on  here?  This,  of  course,  is  today's  unpredictable  business 


environment.  In  this  environment,  where _ can  happen  at  any  moment,  you  need  to  keep  your  infrastructure  prepared 


for  anything  and  everything.  And  that  is  exactly  what  the  Microsoft®  platform  is  designed  to  help  you  do.  Here’s  how: 


Security 

The  Microsoft  platform  helps  provide 
the  secure  infrastructure  that  enables 
confident  computing  in  a  dynamic 
Internet-enabled  environment. 

The  Microsoft  platform  enables  high 
levels  of  security  through  built-in  encryption, 
authentication,  and  access  control  that 
can  be  centrally  managed  and  integrated. 
In  addition,  it  helps  protect  sensitive 
data  and  applications  by  securing  your 
network  perimeter  against  attacks  and 
unauthorized  use. 


Manageability 

The  Microsoft  platform  allows  you  to 
build  and  maintain  a  technology 
infrastructure  that  is  reliable,  cost- 
effective,  and  easily  modified  to  meet 
changing  business  needs. 

Microsoft  Systems  Management  Server 
2.0  provides  comprehensive  hardware  and 
software  inventory,  enterprise  software 
distribution,  remote  control,  and  software 
metering  for  Microsoft  Windows'“-based 
desktops  and  servers.  Microsoft  Active 
Directory""  service  and  Group  Policy 
features  in  the  Windows  2000  Server 
family  simplify  management  of  users  and 
devices.  Microsoft  Operations  Manager 
2000  provides  enterprise-class  event 
and  performance  management.  And 
Microsoft  Application  Center  2000  makes 
the  management  of  Web  server  farms  as 
simple  as  managing  a  single  server. 


•Tms  level  o'  availability  is  dependent  on  many  factors  outside  of  'he  operating  system  including  other  hardware  and  software  technologies,  mission-critical  operational  processes,  and  professional  services.  'Source:  Transaction  Processing  Performance  Council.  May  2002.  O  2002  Microsoft  Corporation 

An  rigr ts  -eser  wed  Microsoft  Actrve  Directory,  BizTalk.  and  Windows  are  either  registered  trademarks  or  trademarks  of  Microsoft  Corporation  In  the  United  States  and/or  other  countries.  The  names  of  actual  companies  and  products  mentioned  herein  may  be  the  trademarks  of  their  respective  owners. 


Scalability 


Interoperability 


Reliability 


The  Microsoft  platform  scales  to  handle 
your  most  demanding  workloads. 

The  Microsoft  platform  gives  you  the 
choice  of  thinking  bigger,  smaller,  up,  or 
out,  with  the  lowest  price-to-performance 
ratio  of  any  competitive  platform/  You 
can  deploy  Microsoft  SQL  Server’”  2000 
on  Windows  2000  Datacenter  Server 
for  heavy-duty  ERP  and  transaction 
processing,  and  scale  up  to  support 
terabytes  of  data  and  millions  of 
transactions.  Or  scale  out  with  Application 
Center  2000  by  adding  clusters  of 
Windows  2000-based  servers  running 
distributed  applications.  Either  way,  the 
scalability  you  need  is  there. 


With  the  right  investments  in  people, 
processes,  and  the  technology  of  the 
Microsoft  platform,  you  can  achieve 
the  highest  levels  of  reliability  you 
need  to  run  your  business. 

The  Windows  2000  Server  family 
delivers  up  to  4-node  clustering  and  32-node 
load  balancing  to  support  mission-critical 
applications  and  solutions.  Features 
like  these,  along  with  established  best 
practices  and  support  from  Microsoft's 
industry  partners  (including  fault-tolerant 
systems  vendors),  allow  customers  to 
build  solutions  that  provide  up  to  99.999% 
service  availability* 


The  standards-based  technologies 
in  the  Microsoft  platform  work  with 
your  existing  infrastructure,  support 
future  technology  investments, 
and  leverage  your  investment  in  the 
skill  sets  of  your  current  staff. 

The  Microsoft  platform  can  enable 
communication  with  other  operating 
systems,  including  UNIX-,  NetWare-,  and 
IBM-based  systems,  using  common 
protocols.  It  can  also  access  file  shares 
and  printers  on  other  platforms,  integrate 
new  applications  with  existing  data 
sources,  and  reduce  the  burden  of 
administering  multiple  systems.  And  XML- 
enabled  Microsoft  BizTalk'"  Server  2002 
even  allows  you  to  orchestrate  business 
processes  and  applications  across 
organizational  boundaries. 


For  more  information  on  how  to  prepare  your  infrastructure  for _ , _ 

and _ ,  visit  microsoft.com/enterprise  Software  for  the  Agile  Business. 


And  now,  a  few  words 
about  data  back  up: 


For  the  tech  crowd: 

BrightStor™  Storage  Software 

More.  More.  And  now.  These  are  the  words  most  frequently 
associated  with  storage  needs.  The  explosion  in  web  activity, 
the  perpetually  increasing  number  of  applications  coming 
out  that  require  larger  databases  and  the  spiraling  complexity 
of  enterprise  storage  solutions  has  increased  the  demand  for 
immediate  solutions  to  growing  storage  problems. 

That's  why  there's  BrightStor  from  Computer  Associates  (CA). 
The  most  comprehensive  family  of  storage  solutions  on  the 
market,  BrightStor  solutions  are  completely  and  totally  open. 
Which  means  that  unlike  most  vendors,  who  are  focused 
solely  on  their  individual  solutions,  BrightStor  brings  multi¬ 
vendor  systems  and  the  environment  together  seamlessly. 

What  does  this  mean  for  you?  It  means  optimization  of 
resources  across  all  platforms  and  storage  types.  It  means  a 
greater  understanding  of  your  storage  resources  and  how  to 
best  allocate  them  to  fit  your  needs.  And  it  means  a  lower 
total  cost  of  ownership. 

Specifically,  BrightStor  provides  you  with  unparalleled  data 
protection,  reai-time  data  availability,  and  the  ability  to  view, 
manage,  and  monitor  your  resources  from  a  central  location. 
And  BrightStor  is  the  only  software  of  its  kind  that 
incorporates  CA's  portal  technology  — the  leading  portal 
solution  on  the  market. 

Why  rely  on  Computer  Associates?  Because  we're  a 
completely  independent  software  company  with  over 
25  years  of  experience.  That's  how  we  got  to  be  the 
software  management  experts.  And  that's  why  99%  of 
the  Fortune  500®  rely  on  our  software. 

We  know  that  storage  is  no  longer  just  backing  up  what  you 
already  have.  It's  facilitating  integration  with  every  aspect  of 
your  entire  eBusiness.  It's  leveraging  all  of  your  existing 
capabilities  to  maximize  your  resources  enterprise-wide.  And, 
most  important,  it's  using  what  you  have  to  find  future 
opportunities  and  capitalize  on  them. 


For  everybody  else: 

Reliable = Good. 
Unreliable  =  Bad. 


Computer  Associates™ 


HELLO  TOMORROW  |  WE  ARE  COMPUTER  ASSOCIATES  |  THE  SOFTWARE  THAT  MANAGES  eBUSINESS™  ca.com/brightstor/storage 

©2002  Computer  Associates  International,  Inc.  (CA).  All  trademarks,  trade  names,  service  marks,  and  logos  referenced  herein  belong  to  their  respective  companies. 
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4  J.D.  Edwards  is  moving  quickly 
to  integrate  the  CRM  software  it 
bought  last  fall  with  ERP  and 
supply  chain  applications. 

5  Two  Vendors  announce  add-on 
software  tools  for  making  instant 
messaging  systems  more  secure. 

8  IT  budgets  may  be  tight,  but  a 
Gartner  report  claims  that  compa¬ 
nies  are  wasting  money  by  not 
managing  their  technology  assets 
more  effectively. 

10  IBM  and  Sun  are  separately 
putting  together  integrated  sets  of 
development  tools  that  will  sup¬ 
port  their  middleware  products. 

12  The  Bush  administration 

wants  to  see  changes  at  ICANN 
before  deciding  whether  to  extend 
its  contract  to  run  the  Internet 
Domain  Name  System. 
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ONLINE 

UCITA?  No  Way! 

Two  members  of  our  online  com¬ 
munities  don’t  mince  words  when 
asked  if  they  might  support 
a  watered-down  version  of  the 
UCITA  software  licensing  law. 
QuickLink:  a2180 

What’s  a  QuickLink? 

O  QuickLink  codes  point  to  addi¬ 
tional,  related  content  online. 
Just  enter  that  code  into  our  Quick¬ 
Link  box  online,  which  you’ll  see  at 
the  top  of  each  page  on  our  site. 


BREAKING  NEWS 

For  breaking  news,  updated  twice  daily,  visit: 

©QuickLink:  a1510 

www.computerworld.com 
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23  E-Commerce 
Grows  Up 

EDITOR’S  NOTE:  E-commerce  isn’t 
glamorous  or  new  anymore  —  and 
that’s  a  good  thing.  Now  the  focus  is  on  back-office 
integration,  usability,  ROI  and  building  trust.  In 
other  words,  it’s  just  plain  commerce. 


24  The  Story  So  Far  Amazon.com  and  other  e-com- 
merce  ventures  are  based  on  principles  developed  by  the 
FTD  florists’  network  and  the  Berlin  Airlift. 


26  E-Retailing  2.0  During  the  next  two  years,  Web 
merchants  will  focus  on  back-office  integration  as  well 
as  making  sites  more  helpful  and  credible. 

ONLINE:  An  IT  executive  at  TV  shopping  channel 
QVC  discusses  the  ups  and  downs  of  online  shopping 
technology.  QuickLink:  30027 


38  ROI:  The  same  technology 
that  tracks  individual  customer 
preferences  is  increasing  in¬ 
ventory  turns  and  revenue  at 
sporting  goods  retailer 
Cabela’s  Inc. 

ONLINE:  How  Cabelas.com  inte¬ 
grates  a  variety  of  technologies 
to  re-create  online  the  cus¬ 
tomer  experience  that  shop¬ 
pers  get  in  stores  and  from  the 
catalog.  QuickLink:  30245 

40  Field  Report:  Commerce 
server  offerings  are  being  replaced  by  more  specific 
systems  as  e-commerce  goes  mainstream. 

ONLINE:  Read  a  Q&A  with  Sean  Wiley  at  Electronic  Data 
Systems,  who  thinks  that  personalization  is  overrated 
and  that  portals  are  more  useful.  QuickLink:  30266 

42  QuickStudy:  Web  site  traffic  is  measured  in  a  variety 
of  ways,  including  the  analysis  of  server  logs,  user 
tracking  and  outside  measurement  services. 

ONLINE:  For  more  on  Web  site  traffic  tools.  QuickLink: 
30275  Cookie,  anyone?  Everyone  knows  about  cookies. 
Or  do  they?  QuickLink:  30284 
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32  Building  B2B  Trust  Users 

are  turning  to  new  services  to 
make  sure  they’re  dealing  with 
legitimate  businesses  online. 
ONLINE:  Users  look  to  online 
exchanges  for  trusted  partners. 
QuickLink:  30029 


36  Opinion:  What  will  the  next 
generation  of  e-business  look 
like?  Observe  the  activity  in  the 
data  center,  says  columnist  Kevin 


37  Slowpokes!  For  companies  that  don’t  have  tech- 
savvy  competitors  hot  on  their  heels,  a  slow  and  steady 
e-commerce  strategy  can  mean  significant  cost  savings. 
ONLINE:  The  cost  of  merchandise  shipping  or  added  staff 
can  make  e-commerce  an  unprofitable  fit  for  some  busi¬ 
nesses.  QuickLink:  29720 


43  Fast  Answers  Here’s  a  look  at  how  KBtoys.com  and 
Drugstore.com  respond  quickly  to  customer  e-mail. 
ONLINE:  Instant  messaging,  or  chat  support,  is  a  low-cost 
alternative  to  e-mail.  But  turning  phone  agents  into  chat 
agents  has  its  hurdles.  QuickLink:  29938 

44  How  to  Stop  Web  Shopper  Flight  The  average 

e-commerce  site  gets  shoppers  to  buy  less  than  half  the 
time.  Web  site  design  gurus  say  usability  testing  can  help 
bring  profitability  up. 

ONLINE:  E-commerce  sites  that  don’t  accommodate  inter¬ 
national  shoppers  may  be  throwing  away  half  of  their 
potential  sales.  QuickLink:  29932  PARC 
researchers  say  online  users  follow 
an  “information  scent”  to  find  what 
they  want.  QuickLink:  29931 

48  Opinion:  Columnist  Nicholas 
Petreley  offers  his  guidelines  for  a 
successful  e-business  strategy. 
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XM  RADIO  CREATES 
TIGHT  B2B  LINKS 

The  satellite  radio  service  has 
built  strong  e-business  ties  with 
electronics  retailers  to  make 
sure  it’s  easy  for  them  to  sell 
XM  radios. 

QuickLink:  30019 


WHAT  IT  TAKES 
TO  BUILD  BIG 

Q&A:  IBM’s  Willy  Chiu  discus¬ 
ses  the  scalability  issues  of  very 
high-volume  Web  sites  —  such  as 
eBay  —  that  reach  upward  of  30 
million  customers. 

QuickLink:  30512 


SECOND-GENERATION 

E-COMMERCE 

Case  studies:  Sprint  moves  toward 
paperless  payments  to  suppliers; 
the  Shop  At  Home  TV  network 
offers  Web  specials  when  phone 
lines  are  jammed. 

QuickLink:  30522 
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P&G  Sets  Business,  IT 
Outsourcing  Plan 


Procter  &  Gamble  Co.  confirmed 
that  it  plans  to  outsource  many  of 
its  back-office  business  functions 
and  related  IT  operations  with  a 
deal  by  year’s  end.  The  Cincinnati- 
based  consumer  goods  maker  said 
the  move  would  include  IT  and  help 
desk  services  that  support  the  busi¬ 
ness  activities  being  outsourced. 
P&G  added  that  it  has  yet  to  pick  an 
outsourcing  vendor. 


Peregrine  Gets  Loan, 
Sells  Off  B2B  Unit 

Peregrine  Systems  Inc.  said  it  got  a 
$50  million  loan  as  part  of  an  effort 
to  improve  its  financial  position  fol¬ 
lowing  the  discovery  of  accounting 
errors  last  month.  San  Diego-based 
Peregrine  also  has  agreed  to  sell  its 
business-to-business  software  unit 
to  San  Francisco-based  Golden 
Gate  Capital  Inc.  That  operation 
was  put  up  for  sale  in  March  [Quick- 
Link:  27805]. 


Denmark  Declines 
Review  of  Microsoft 

The  Danish  government  said  it 
won’t  ask  the  European  Commission 
to  review  Microsoft  Corp.’s  planned 
acquisition  of  Denmark’s  Navision 
A/S,  a  developer  of  applications  for 
small  and  midsize  companies.  The 
Sage  Group  PLC  a  rival  of  Navision 
based  in  England,  sought  a  review 
after  the  deal  was  announced  last 
month  [QuickLink:  29602]. 

Microsoft  Ships  Tool 
With  Nimda  Worm 

Microsoft  acknowledged  that  it 
shipped  about  50,000  Korean-lan- 
guage  copies  of  its  Visual  Studio 
.Net  development  tool  with  an  inter¬ 
nal  file  that  was  infected  by  the 
Nimda  worm.  The  infected  code  was 
part  of  a  help  file  written  by  a  Kore¬ 
an  vendor,  said  Microsoft,  which 
posted  a  patch  on  its  Web  site. 


J.D.  Edwards  Pushes 
CRM,  ERP  Integration 


Call  center,  sales  tools  tie  into  back-office 

software;  supply  chain  links  due  in  fall 


BY  MARC  L.  SONGINI 

DENVER 

J.D.  EDWARDS  &  CO.  last 
week  announced  a  series 
of  enhancements  to  its 
business  applications 
and  detailed  work  it’s 
doing  to  integrate  cus¬ 
tomer  relationship  manage¬ 
ment  (CRM)  applications  it 
bought  last  fall  —  an  effort  that 
was  applauded  by  users  who 
did  their  own  inte¬ 


gration  in  the  past. 

At  its  Focus  2002 
user  conference  here,  J.D.  Ed¬ 
wards  introduced  upgrades  of 
the  enterprise  resource  plan¬ 
ning  (ERP)  and  supply  chain 
management  applications  in 
its  suite,  which  was  renamed 
J.D.  Edwards  5  last  month.  The 
company  also  said  it  plans  to 


APPLICATIONS 


add  support  for  Web  services 
technology  (see  box  at  right). 

But  one  of  the  hottest  topics 
at  the  conference  was  the  on¬ 
going  integration  of  the  CRM 
software  that  J.D.  Edwards  ac¬ 
quired  through  its  purchase  of 
Charlotte,  N.C.-based  YouCen- 
tric  Inc.  in  November. 

J.D.  Edwards  said  it  has  al¬ 
ready  tied  some  of  its  ERP  ap¬ 
plications  to  YouCentric’s  call 
center  and  sales 
force  automation 
tools.  The  integra¬ 


tion  of  the  CRM  software  is 
due  to  be  extended  to  other 
back-office  modules  and  the 
company’s  supply  chain  tech¬ 
nology  starting  in  September. 

Mitch  Myers,  vice  president 
of  operations  at  FWMurphy  in 
Tulsa,  Okla.,  said  the  tight  inte- 


New  Man  in  Town 


Bob  Dutkowsky 
took  over  as 
chairman,  presi¬ 
dent  and  CEO 
of  J.D.  Edwards 
this  year.  He 
spoke  with  Com¬ 
puter-world  last 
week  about  some 
of  the  key  issues 
he’s  dealing  with  at  the  company. 

On  its  efforts  to  break  into 
the  CRM  market  after  initially 
reselling  Siebel’s  applications: 

“We  learned  about  Siebel. ...  We 
learned  it  was  really  too  complex 
a  tool  to  integrate  and  deploy  in 
the  midmarket.  We  bought  You- 
Centric  in  November,  and  by  De¬ 
cember,  it  was  more  integrated 
with  J.D.  Edwards  than  we  could 
get  Siebel  to  be  after  two  years  of 
trying.  Since  we  closed  the  acquisi¬ 
tion,  we’ve  announced  three  ver¬ 
sions  [of  the  CRM  applications], 
and  each  has  been  more  integrated 
than  the  one  before.” 


On  J.D.  Edwards’  competition: 

“SAP,  Oracle  and  Microsoft  are 
real  competitors,  and  they  take 
these  markets  seriously.  Our  strate¬ 
gy  has  got  to  be  that  we  are  quicker 
than  they  are.  You  could  see  our 
sense  of  urgency  around  the  area 
of  CRM." 

On  the  internal  changes  he 
has  made  at  J.D.  Edwards: 

“I  have  asked  the  company  to  do 
three  things.  We’ve  tightened  up 
our  focus  into  segments  -  product 
areas  and  industry  verticals.  Sec¬ 
ond,  I  asked  them  to  dramatically 
improve  execution.  The  third  thing 
is  I  asked  them  to  do  everything 
with  a  sense  of  urgency.” 

On  product  development  and 
marketing:  "Before,  I  think  we 
built  products  and  stuck  them  out 
into  the  market.  Now,  what  we  are 
doing  is  listening  to  customers  to 
tell  us  what  to  do  and  then  deliver¬ 
ing  on  that  very  carefully." 

-  Marc  L.  Songini 


gration  plans  are  so  appealing 
that  the  maker  of  industrial 
gauges  and  switches  is  ripping 
out  an  installation  of  Siebel 
Systems  Inc.’s  CRM  applica¬ 
tions  and  replacing  them  with 
the  J.D.  Edwards  software. 

Don’t  Wag  the  Dog 

FWMurphy  bought  the 
Siebel  applications  two  years 
ago,  when  J.D.  Edwards  was  re¬ 
selling  them  instead  of  offering 
its  own  CRM  products.  But, 
Myers  said,  there  was  no  pre¬ 
built  data  integration  available 
to  connect  the  Siebel  software 
to  the  J.D.  Edwards-based  ERP 
system  that  FWMurphy  uses. 

That  would  have  forced  the 
company  to  hire  a  consultant 
to  develop  a  customized  inter¬ 
face,  Myers  said.  Using  ERP 
and  CRM  applications  that 
have  been  tied  together  by  J.D. 
Edwards  should  reduce  the  po¬ 
tential  for  interface-related 
problems  when  FWMurphy 
does  upgrades,  he  added.  “We 
feel  ERP  is  the  dog,  and  we 
don’t  want  to  let  the  tail  wag 
the  dog,”  Myers  said. 

Fleetwood  Enterprises  Inc., 
a  maker  of  recreational  vehi¬ 
cles  and  mobile  homes  in 
Riverside,  Calif.,  built  its  own 
connectors  between  Siebel’s 
software  and  its  back-end  sys¬ 
tems,  said  Fleetwood  CIO 
Todd  Inlander. 

Fleetwood  runs  J.D.  Ed¬ 
wards’  ERP  applications  in 
some  business  units  and  plans 
to  migrate  over  the  next  two 
years  to  J.D.  Edwards  5  for  its 
corporate  systems,  which  now 
use  a  mix  of  homegrown  code 
and  applications  from  Lawson 
Software  Inc.  in  St.  Paul,  Minn. 
But  Fleetwood  will  keep  its 
Siebel  installation  because  of 
the  money  it  invested  in  that 
software,  Inlander  said. 

J.D.  Edwards  CEO  Bob 
Dutkowsky  said  the  Denver- 
based  company  initially  part¬ 
nered  with  San  Mateo,  Calif.- 
based  Siebel  because  it’s  the 
CRM  market  leader.  But  J.D. 


The  Focus  of  Focus 

J.D.  Edwards  announced 
the  following  products  at  its 
Focus  user  conference: 

■  ERP  8.0,  an  ERP  upgrade  with 
new  functions  for  managing  proj¬ 
ects,  human  resources,  corporate 
assets  and  real  estate  holdings. 
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■  Plans  to  support  its  CRM 
applications  on  Linux-based 
servers  from  IBM,  initially  for 
companies  in  the  financial  ser¬ 
vices  industry. 
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■  Web-based  portal  software 

that  lets  manufacturers  collabo¬ 
rate  electronically  with  their 
suppliers  and  other  business 
partners. 
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■  Advanced  Planning  4.1,  up¬ 
dated  supply  chain  software  with 
a  new  production-optimization 
module  and  a  beefed-up  collabo¬ 
rative  forecasting  tool. 


■  Support  for  Web  services 
technology  such  as  the  Universal 
Description,  Discovery  and  Inte¬ 
gration  directory  and  the  Web 
Services  Description  Language. 


Edwards  decided  to  buy  You- 
Centric  after  it  had  trouble  in¬ 
tegrating  its  applications  with 
Siebel’s  software,  he  added 
(see  box  at  left). 

Siebel  “was  the  wrong  prod¬ 
uct  for  J.D.  Edwards”  because 
of  the  latter  company’s  focus 
on  midsize  users,  said  Joshua 
Greenbaum,  an  analyst  at  En¬ 
terprise  Applications  Consult¬ 
ing  in  Daly  City,  Calif. 

The  YouCentric  software 
looks  to  be  a  better  fit  with  J.D. 
Edwards’  installed  base,  he 
said. 

J.D.  Edwards  lost  $179.8  mil¬ 
lion  in  the  fiscal  year  that  end¬ 
ed  in  October  but  returned  to 
profitability  in  its  latest  quar¬ 
ter.  Greenbaum  said  the  com¬ 
pany  appears  to  be  moving  out 
of  turnaround  mode  and  mak¬ 
ing  progress  in  positioning  it¬ 
self  as  a  customer-focused 
vendor.  “They’re  not  ramming 
too  much  technology  down 
users’  throats,”  he  said.  ► 


APPLICATION-AWARE 

For  additional  coverage  of  business 
applications,  head  to  the  Supply  Chain/ 
ERP  Knowledge  Center  on  our  Wet;  site: 

O  QuickLink:  k2000 

www.computerworld  .corn 
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New  Software  Aimed  at  Making  IM  Secure 


Corporate  users  are  targets  of  releases 


BY  JENNIFER  DlSABATINO 

Two  San  Diego-based  compa¬ 
nies,  Akonix  Systems  Inc.  and 
WiredRed  Software  Corp.,  an¬ 
nounced  new  instant  messag¬ 
ing  (IM)  software  add-ons  last 
week  that  make  the  chat  tool 
more  secure,  according  to  in¬ 
dustry  experts. 

WiredRed  announced  its 
e/pop  Audit  and  Reporting 
Server,  targeted  at  financial 
services  companies.  It  allows 
users  to  provide  security  by 
storing  and  monitoring  the 
content  of  all  IM  communica¬ 
tions.  It’s  also  used  behind  the 
firewall,  which  solves  most  se¬ 
curity  problems.  Beta  cus¬ 
tomer  Terra  Nova  Trading  LLC 
in  Chicago  uses  the  software  to 
broadcast  financial  news  via 
IM,  according  to  David  Lipsett, 
vice  president  of  the  firm’s  on¬ 
line  division. 

While  financial  services 
firms  were  among  the  first 
companies  to  deploy  IM,  com¬ 
panies  in  other  industries  have 
hesitated  to  install  the  technol¬ 
ogy,  in  part  because  it’s  not  se¬ 
cure.  Overall,  only  about  30% 
of  companies  have  deployed 
IM  in  the  U.S.,  according  to 
IDC  in  Framingham,  Mass., 
and  Osterman  Research  Inc.  in 
Black  Diamond,  Wash. 

However,  as  IT  managers 
have  stalled  on  implementing 
IM,  employees  have  gone 
ahead  and  downloaded  the 
client  software  for  free  from 
companies  such  as  America 
Online  Inc.  in  Dulles,  Va.,  and 
Microsoft  Corp. 

Bypassing  Security 

Recent  studies  from  IDC 
and  Osterman  indicate  that 
70%  to  80%  of  companies  re¬ 
port  that  their  employees  have 
downloaded  IM  software  such 
as  AOL  Instant  Messenger 
(AIM)  and  Microsoft’s  MSN 
Messenger. 

The  problem  with  those 
products  is  that  they  evade 
most  common  security  prac¬ 
tices  by  opening  unsecured 


firewall  ports  for  a  connection. 
They  also  commonly  lack 
virus  scanning,  allow  file 
transfers  and  have  no  corpo¬ 
rate-based  user  authentication, 
according  to  Ferris  Research 
Inc.  in  San  Francisco. 

So  installing  secure  IM  soft¬ 
ware  like  WiredRed  now  may 
not  solve  all  those  security 
concerns  because  the  free  con¬ 
sumer  IM  clients,  with  all  their 
security  problems,  are  so 
widely  deployed. 

However,  the  release  last 
week  of  Akonix  L7  firewall 
software  addresses  this  prob¬ 
lem  without  requiring  IT  staff 


to  visit  every  PC  and  reconfig¬ 
ure  the  IM  software,  according 
to  Dmitry  Shapiro,  Akonix’s 
chief  strategy  officer. 

Akonix  L7  allows  systems 
administrators  to  restrict  out- 
side-the-firewall  access  from 
IM  clients,  or  block  it  altogeth¬ 
er,  Shapiro  said. 

The  administrators  can  also 
authenticate  corporate  em¬ 
ployees’  IM  identities  by  link¬ 
ing  them  to  their  identities  in 
Microsoft’s  Active  Directory, 
he  added.  The  software  also 
routes  messages  and  attach¬ 
ments  through  antivirus  soft¬ 
ware  and  has  a  feature  that 
forces  the  archiving  of  mes¬ 
sages,  depending  on  how  it  is 
configured  by  the  user. 

FaceTime  Communications 


IM  Security 
Software 

The  list  of  vendors  that 
provide  IM  security  prod¬ 
ucts  is  growing,  it  includes: 

FIREWALL  SOFTWARE 
Akonix  Systems  Inc.,  San  Diego 

InGate  Systems,  Stockholm 

IM  CLIENT  AND 
SERVER  SOFTWARE 
Divine  Inc.,  Chicago 

FaceTime  Communications 

Inc.  Foster  City,  Calif. 

Ikimbo  Inc.,  Herndon,  Va. 

Jabber  Inc.,  Denver 

Lotus  Software  Group, 

Cambridge,  Mass. 

WiredRed  Software  Corp., 

San  Diego 


Bottom  Une  Hit  Hard  by  Need 
To  Fend  Off  Spam  and  Viruses 


But  in  Europe, 
privacy  rules  may 
give  protection 


BY  JENNIFER  DlSABATINO 

The  intrusion  of  viruses  and 
spam  on  corporate  networks 
has  grown  from  an  annoyance 
to  a  costly  problem  in  the  U.S., 
even  forcing  companies  to 
double  up  on  prevention.  In 
Europe,  however,  privacy  pro¬ 
tections  may  be  limiting  the 
spam  problem. 

Alan  Pawlak,  security  man¬ 
ager  at  Aetna  Inc.,  is  currently 
installing  antivirus  and  anti¬ 
spam  software  from  Tokyo- 
based  Trend  Micro  Inc.  The 
Hartford,  Conn.-based  insurer 
is  already  monitoring  e-mail 
with  competitive  software 
from  Cupertino,  Calif.-based 
Symantec  Corp.  and  will  con¬ 
tinue  to  do  so,  but  it’s  adding 
Trend  Micro’s  InterScan  appli¬ 
cation  for  extra  protection. 

“Our  belief  is  that  most  se¬ 
curity  products  fail  eventually, 


in  some  way.  But  when  they  do, 
they  don’t  [all]  fail  in  the  same 
way,”  Pawlak  said.  A  second 
gateway  antivirus  product  was 
a  “no-brainer,”  he  said. 

In  Europe,  stricter  privacy 
guidelines  prohibit  publishing 
and  collecting  personal  infor¬ 
mation,  such  as  e-mail  ad¬ 
dresses,  without  the  explicit 
permission  of  the  individual. 
That  may  help  cut  down  on  the 
problem,  users  there  say. 

Dietrich  Schneider,  director 
of  technology  operation  and 
strategic  global  integration  at 


DaimlerChrysler  AG  in  Stutt¬ 
gart,  Germany,  said  he  seldom 
sees  unsolicited  commercial 
e-mail  and  that’s  probably  be¬ 
cause  of  privacy  rules. 

“I’ve  never  had  any  of  that 
e-mail  myself,”  said  Ben  Krutz- 
en,  information  management 
manager  at  Royal  Dutch/Shell 
Group  of  Cos.  in  Amsterdam. 

Most  firms  won’t  enumerate 
the  costs  of  spam  and  virus  at¬ 
tacks,  but  studies  indicate  they 
are  high,  at  least  in  the  U.S. 

Raymond  Huff,  president  of 
Trans  Pacific  Stores  Ltd.  in 
Lakewood,  Colo.,  said  he 
knows  of  the  cost  Firsthand.  He 
was  forced  to  take  down  his 
network  for  a  day  and  a  half 
last  month  after  spammers  be¬ 
gan  using  him  as  a  relay.  After 
that,  Huff  deleted  all  of  Trans 


Sick  E-Mail 


Since  1996,  the  growth  of  e-mail  viruses  has  eclipsed 
all  other  sources  of  infection. 


SOURCE 

llHTT-'f  IKT'-|T(WI 

1998 

1999 

2000 

2001 

Diskette 

74% 

88% 

67% 

39% 

7% 

1% 

E-mail 

9% 

26% 

32% 

56% 

87% 

83% 

Internet/non- 

e-mail 

12% 

24% 

14% 

16% 

2% 

20% 

Other 

15% 

7% 

5% 

9% 

2% 

1% 

SOURCE  SOSA  LABS.  MECHANICSBURG.  PA. 


Inc.  in  Foster  City,  Calif.,  also 
provides  many  of  these  same 
features  with  its  IM  security 
software,  but  Akonix  can  do  all 
this  with  peer-to-peer  software 
as  well,  like  Gnutella,  said 
Michael  Sampson,  an  analyst 
at  Ferris  Research.  The  fact 
that  Akonix  can,  out  of  the  box, 
integrate  with  the  Windows 
architecture  via  Active  Direc¬ 
tory  might  give  MSN  Messen¬ 
ger  some  viability  within  the 
enterprise,  Sampson  said. 

Akonix  CEO  Peter  Shaw  said 
the  product  will  be  compatible 
with  directory  protocols  such 
as  Lightweight  Directory  Ac¬ 
cess  Protocol  by  year’s  end.  0 


AOL  GOES  CORPORATE 


AOL  plans  to  announce  a  version  of  its  AIM 
software  for  business  uses  this  summer. 
Read  more  online: 


OQuickLink:  30579 

www.computerworld.com 


Pacific’s  active  e-mail  accounts 
and  renamed  them  so  that 
spam  would  bounce. 

Pawlak  is  also  considering 
even  more  software  that  would 
sit  in  the  in  the  “demilitarized 
zone”  of  Aetna’s  network  to 
block  spam  and  prevent  his 
servers  from  becoming  a  relay 
for  spammers. 

In  a  March  report,  ICSA 
Labs  in  Mechanicsburg,  Pa., 
said  that  only  32  companies  of 
300  it  surveyed  were  willing  to 
discuss  the  cost  of  a  virus  in¬ 
fection,  even  anonymously. 
Among  those  that  did  respond, 
the  estimated  cost  of  infec¬ 
tions  ranged  from  $100  to  $1 
million.  ICSA  Labs,  an  inde¬ 
pendent  division  of  TruSecure 
Corp.  in  Herndon,  Va.,  sets 
baseline  criteria  for  security 
vendors. 

According  to  Ferris  Re¬ 
search  Inc.  in  San  Francisco, 
the  annual  cost  of  viruses  to 
corporations  is  at  least  $6  bil¬ 
lion.  Spam  attacks  are  less  ex¬ 
pensive,  said  company  presi¬ 
dent  David  Ferris. 

Although  Aetna  relies  on  in¬ 
formation  like  this  to  evaluate 
the  threat  of  viruses,  it  also 
conducts  reality-checking  in- 
house  by  running  analysis  on 
captured  viruses  to  see  what 
effect  they  would  have  had  on 
its  systems,  Pawlak  said.  0 
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Ballmer  Q&A 

broad  customer  connection.  What 
are  you  going  to  do  to  make  sure 
they  happen?  You  reinforce 
things  through  the  manage¬ 
ment  process.  That’s  all  you 
can  do.  Every  time  you  sit 
down  with  people,  you  ask 
them,  “How  are  you  doing?” 
and  “What  are  your  plans?” 

And  then  six  months  later, 

“Did  you  get  accomplished 
what  you  said  you  were  going 
to  get  accomplished?  Is  it 
ambitious  enough  relative  to 
what  customer  expectations 
are?  Is  it  ambitious  enough 
relative  to  competition?”  At 
the  end  of  the  day,  it’s  the 
same  kinds  of  things  that 
determine  success.  You  know, 
broad  customer  connection. 

. . .  We  could  be  better  con¬ 
nected  with  our  customers 
without  a  doubt. 

By  what  metrics  will  you  gauge  the 
memo’s  effectiveness?  The  shar¬ 
ing  of  good  ideas  and  the  com¬ 
petition  amongst  groups;  it’s 
the  best  metric,  as  opposed  to 
“Here’s  a  number.”  There’ll  be 
some  numbers  that  are  useful. 

I  mean,  we  measure  customer 
satisfaction  in  66  different 
ways _ But  the  measure¬ 

ments  are  probably  less  inter¬ 
esting  than  the  best  practices 
which  we  will  share. 

Do  you  hope  the  memo  will  help  the 
company  avoid  future  problems 
with  the  government?  There’s 
nothing  in  the  memo  that, 
quote,  should  help  us  avoid 
problems  with  the  govern¬ 
ment.  ...  I  think  the  thing 
that  is  important  is  we  have 
reached  a  settlement  with  the 
U.S.  Department  of  Justice 
which  provides  a  clear  frame¬ 
work  in  which  we  can  operate. 

What’s  the  biggest  difference  be¬ 
tween  Microsoft  today  and  Micro¬ 
soft  five  years  ago?  Externally, 
which  is  very  important,  I’d 
say  the  level  of  customer 
expectation  is  much  higher 
in  any  way  you  want  to  say, 
whether  it’s  reliability  and 
trustworthiness  . . .  innova¬ 
tion _ The  level  of  expecta-  i 


tion  in  almost  every  sense,  I 
think,  is  higher  today  than  it 
was  five  years  ago. 

If  you  look  at  the  ways  we’re 
different  internally,  we’ve  rec¬ 
ognized  and  we  are  responding 
to  that  level  of  expectation. 
Whether  it’s  in  direct-to-cus¬ 
tomer-facing  things  or  the 
innovation  which  feeds  the 
customer,  we’ve  ratcheted 
those  investments  up  with  an 
eye  toward  this  increased 
sense  of  expectation. 

Five  years  ago,  if  you’d  asked 
me,  I  would  have  spent  a  lot 
of  time  talking  about . . .  what 
businesses  [we]  aren’t  going  to 
be  in.  That  was  always  a  ques¬ 
tion  we’d  get.  And  I  was  always 
trying  to  answer  it.  I  don’t  try 
to  answer  it  anymore. 

You  figure  the  doors  are  open  to  be 
in  any  business?  Yeah.  We’re 
basically  a  software  company. 
We  help  people  realize  their 
potential  through  software. 

But  I  don’t  want  to  be  limiting. 
I  don’t  want  to  limit  the  way 
our  people  think  about  how 
they  can  add  value.  I  don’t 
want  to  create  any  kind  of 
expectation  amongst  anybody 
else  that  we  will  limit,  if  we 
have  good  ideas  and  we  think 
we  can  make  a  contribution. 

What  new  areas  of  the  enterprise 
software  space  might  Microsoft 
enter?  Areas  in  which  we  think 
we  have  innovative  ideas  that 
can  make  a  difference. . . .  Will 
security  be  different  tomor¬ 
row  than  it  is  today?  Yes,  it 
will,  because  now  we  have  to 
secure  an  XML  infrastructure, 
if  you  will,  as  opposed  to  an 
HTML  infrastructure.  Every¬ 
thing  about  the  way  security 
works  needs  to  change.  You 
start  passing  XML  messages 
around,  it’s  not  enough  to  just 
put  a  firewall  out  there  and 
say,  “I’m  done.”  It’s  a  set  of 
work,  and  we  think  we  have 
some  unique  ideas  to  add  val¬ 
ue. .. .  Some  of  those  we  may 
pursue,  all  with  our  own  tech¬ 
nology.  Some  of  those  we  may 
pursue  in  partnership. 

Take  storage.  How  are  we 
going  to  support  SANs?  Where 
do  the  interfaces  come  be¬ 
tween  the  operating  system 
and  the  storage  systems?  And 
!  what’s  our  relationship  to  the 


storage  community?  And  how 
will  it  evolve?  Well,  we’re  talk¬ 
ing  to  EMC  about  that,  and 
we’re  talking  to  Compaq  —  or 
HP,  I  guess  I  should  have  to  say 
—  about  that.  And  we’re  trying 
to  find  the  right  place  for  us  to 
add  value  in  the  right  ways. 

Given  the  very  close  relationship 
you’ve  had  with  Compaq,  what’s 
your  perspective  on  the  HP/Com¬ 
paq  merger?  We  have  a  great 
relationship  with  the  merged 
company.  As  a  matter  of  fact, 
Carly  [Fiorina]  and  Michael 
[Capellas]  were  here  two  days 
ago,  something  like  that.  The 
two  companies  talk  frequently. 
. . .  I  think  HP  will  be  a  very 


We  have 
low  market 
share  of  what 
I  would  call 
the  dot-com 
funny  money. 

STEVE  BALLMER,  MICROSOFT 


important  partner  for  us.  I 
think  those  guys  have  sets  of 
very  ambitious  goals  for  them¬ 
selves.  And  we  want  them  and 
need  them  to  succeed.  We 
talked  mostly  about  what 
we’re  going  to  do  together. 

Did  any  action  items  result  from  the 
meeting?  Sure.  But  it’s  inappro¬ 
priate  to  go  through  them. 
There’s  plenty  of  things  that 
we’re  working  on  together  that 
are  exciting,  as  we  have  plenty 
of  interesting  things  with  any 
of  our  big  partners,  whether 
it’s  HP,  Dell,  Accenture. 

Do  you  think  the  merger’s  a  positive 
development  for  the  industry?  As 

the  new  HP  executes  well,  it’ll 
be  a  good  thing  for  the  new 
HP  and  therefore  a  good  thing 
for  the  industry.  It’s  a  hard  ex¬ 
ecution  challenge,  and  I  have  a 
lot  of  respect  for  Carly  and  for 
Michael  to  step  up  to  that  kind 
of  challenge.  I’m  not  sure  I 
would  have  had  the  je  ne  sais 
quoi  they’ve  got  for  that  kind 
of  tough  challenge.  But  they’re 
sure  fired  up  by  it. 

How  has  your  view  changed  over 
the  past  five  years  of  the  corporate 
IT  professional?  Obviously,  CIOs  are 
important.  Senior  IT,  the  real  imple- 
menters,  are  important  as  well.  If 
you  actually  ask  who  will  make 
the  decision  in  the  average  en¬ 
terprise  IT  shop  about  the  way 
to  build  the  next  application, 
the  CIO  will  ultimately  give 
his  or  her  imprimatur  to  the 
decision. 

But  there’s  some  imple- 
menter,  a  technical  architect, 
a  smart  person  who’s  well 
regarded  in  the  organization 
who’s  really  going  to  study  it. 
They’re  going  to  take  a  look  at 
.Net.  They’re  going  to  look  at 
the  alternatives,  and  they’re 
going  to  make  the  real  decision 
about  what  to  do.  So  in  a  sense, 
relative  to  the  enterprise,  a  lot 
of  the  key  decisions  about  our 
servers,  tools,  management 
infrastructure,  it’s  going  to  be 
at  the  level  you  described,  as 
opposed  to  the  CIO  level. 

Those  people  felt  a  lot  less  important 
during  the  dot-com  days  because 
marketing  and  business  people 
were  making  a  lot  of  the  decisions. 
Do  you  see  that  difference  now  in 


your  customer  base?  I  never 
bought  into  that.  That  doesn’t 
mean  we  didn’t  do  some  sell¬ 
ing  that  way.  But  in  some  sens¬ 
es,  you  could  say  it  shows.  We 
have  low  market  share  of  what 
I  would  call  the  dot-com  fun¬ 
ny  money. ...  It  was  basically 
money  that  went  from  in¬ 
vestors  and  venture  capital 
guys  into  companies  and  then 
went  back  into  IT  vendors. 
And  part  of  the  reason  why  IT 
sales  have  fallen  apart  is  be¬ 
cause  the  funny  money  got 
dried  out  of  the  market. 

If  you  look  and  say,  “Who 
had  the  highest  share  of  funny 
money?”  It  was  the  four  horse¬ 
men  of  the  Internet . . .  EMC, 
Cisco,  Oracle  and  Sun.  The 
four  horsemen  were  the  guys 
who  had  the  high  market  share 
of  funny  money.  We  did  not. 

To  what  do  you  attribute  the  fact 
that  you  weren’t  one  of  those  four? 

First  of  all,  money  wasn’t  an 
object.  And  we’ve  always  ap¬ 
pealed  to  the  value  buyer,  shall 
we  say? . . .  Some  of  the  initial 
Web  implementations  hap¬ 
pened  on  Unix  systems,  which 
gave  sort  of  an  extra  boost 
particularly  to  Sun  and  Oracle. 
And,  OK,  we  didn’t  have  high 
market  share.  But  it  meant  we 
never  took  our  eye  off  the  ball 
with  the  core  IT  people. 

That’s  always  been  kind  of  our 
bread-and-butter  audience. 

Do  you  need  to  change  your  image 
with  those  people?  The  compa¬ 
nies  over  time  that  that  com¬ 
munity  can  viewr  as  providing 
real  trustworthy  computing 
will  be  companies  that  have  a 
real  leg  up.  I  want  to  be  pre¬ 
eminent  in  terms  of  that  com¬ 
munity’s  view. . . .  Our  heritage 
is  perhaps  innovation,  new 

features,  etc _ But  we  will  be 

a  leader  amongst  that  commu¬ 
nity  . . .  being  a  trustworthy 
company  and  providing  a 
trustworthy  computing  plat¬ 
form  for  them.  We’ve  set  that 
out  as  an  absolute  goal.  I 

DELVING  DEEPER 

For  the  complete  version  of  this  Q&A  with 
Steve  Ballmer,  visit  our  Web  site. 

QuickLink:  a2190 

Find  Ballmer's  company  memo  online. 

QuickLink:  30514 
www.computerv.  orid  com 
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It's  the  automated  array  and  all  of  its  cost-saving  features. 

HP's  Virtual  Arrays  save  you  money  by  automating  the  manual 
processes  required  in  traditional  arrays.  Tuning  out  hot  spots, 
adding  storage  space  and  protecting  your  most  sensitive 
data  —  automatically.  Freeing  your  valuable  IT  resources  and 
taking  the  mystery  out  of  efficient  data  management.  HP's  Virtual 
Arrays  protect  your  investment  by  being  forward  compatible 
well  into  the  future. 

[  Hurry,  request  your  free  copy  of  the  HP  Virtual  Array: 
Double  Your  Operating  Efficiency  guide  now,  visit 
www.hp.com/info/virtualarray  or  call  800-477-6111 
ext.  45761.  And  find  out  about  our  Build  a  SAN  offer, 
where  you  get  an  HP  Brocade  switch  absolutely  free 
with  purchase  of  an  HP  Surestore  Virtual  Array.] 
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Lucent  Says  Sales 
To  Drop  Off  in  Q3 

Lucent  Technologies  Inc.  said  rev¬ 
enue  for  its  third  quarter,  which 
ends  this  month,  will  likely  drop 
10%  to  15%  from  the  S3.52  billion 
the  struggling  company  reported  for 
its  second  quarter.  Murray  Hill, 
N.J.-based  Lucent  previously  had 
declined  to  issue  a  revenue  forecast 
for  the  current  quarter  because  of 
uncertainty  in  the  telecommunica¬ 
tions  equipment  market. 


Head  of  California  IT 
Spending  Unit  Quits 

Elias  Cortez,  director  of  the  Califor¬ 
nia  state  government’s  IT  spending 
oversight  agency,  resigned  in  con¬ 
nection  with  an  ongoing  controversy 
over  a  S126  million  Oracle  Corp. 
database  contract  that  was  award¬ 
ed  last  spring.  The  California  De¬ 
partment  of  Information  Technology 
is  due  to  be  dismantled  July  1  after 
the  state  legislature  declined  to 
reauthorize  its  funding  [QuickLink: 
30502]. 

Cisco  Adds  Security 
Tools  for  Switches 

Cisco  Systems  Inc.  announced  addi¬ 
tional  security  features  for  its  Cata¬ 
lyst  3550  and  2950  stackable  Eth¬ 
ernet  switches,  which  connect  end 
users  to  LANs.  Cisco  said  the  soft¬ 
ware  upgrades,  which  are  available 
free  of  charge,  include  tools  for  se¬ 
curing  network  management  traffic, 
controlling  access  to  resources  and 
establishing  required  user  identifi¬ 
cations  and  passwords. 


Short  Takes 

New  York-based  PWC  CONSULT¬ 
ED  said  it  will  change  its  name  to 
MONDAY  after  being  spun  off  from 
PRICEWATERHOUSECOOPERS  in 

August _ Torrance,  Calif.-based 

TOYOTA  MOTOR  SALES  U.S.A  INC. 
said  its  24-worker  e-business  unit 
will  be  shut  down  this  month  and 
folded  into  its  main  operations. 


Report:  AssetTracking 
Troubles  Cost  Plenty 


Poor  tracking  techniques  can  add  7%  to  10% 
to  firms’  annual  distributed  hardware  costs 


BY  THOMAS  HOFFMAN 

espite  increasing 
concerns  about 
tight  IT  budgets, 
a  report  issued 
this  month  charges 
that  large  companies  are  wast¬ 
ing  millions  of  dollars  by  doing 
a  poor  job  of  tracking  their 
distributed  hardware  assets. 

In  the  Gartner  Inc.  report 
“Good  IT  Asset  Management 
Can  Save  You  Money,”  analysts 
Bill  Kirwin  and  Jack  Heine 
point  out  that  roughly  90%  of 
Gartner  clients  who  were  au¬ 
dited  use  “marginal  practices” 
for  hardware  asset  manage¬ 
ment.  In  addition,  less  than 
25%  of  all  global  organizations 
have  a  life  cycle  asset  manage¬ 
ment  program.  These  over¬ 
sights,  the  Stamford,  Conn.- 
based  market  researcher  claims, 
can  cost  companies  dearly. 


For  example,  shoddy  track¬ 
ing  techniques  increase  the 
risk  of  poor  system  manage¬ 
ment,  complex  change  man¬ 
agement  and  below-average 
service  levels  —  all 
of  which  can  in¬ 
crease  the  total 
cost  of  ownership 
of  distributed  com¬ 
puting  by  7%  to 
10%  each  year,  or 
$560  to  $800  per 
user.  For  a  compa¬ 
ny  with  10,000  desktops,  that 
can  mean  up  to  $8  million  in 
wasted  spending. 

Room  for  Improvement 

One  piece  of  advice  that 
Heine  offers  to  corporate  IT 
managers:  Look  beyond  the 
initial  cost  of  a  PC  or  server  to 
a  comprehensive  view  of  other 
support  costs  such  as  mainte¬ 


nance,  licensing,  disposal,  stan¬ 
dardization,  acquisition  “and 
all  of  those  issues  which  have  a 
greater  impact  on  the  life  cycle 
cost,”  he  said. 

Although  large  companies 
have  become  increasingly  so¬ 
phisticated  in  their  approach 
to  asset  management  over  the 
past  decade,  there’s  still  quite  a 
bit  of  room  for  im¬ 
provement,  partic¬ 
ularly  in  how  com¬ 
panies  track  their 
mobile  assets,  such 
as  personal  digital 
assistants  and  cell 
phones,  said  Heine 
(see  story  below). 

Part  of  the  problem  is  that 
effective  asset  management 
can  also  be  “a  huge  resource 
drain,”  said  Diane  McLean, 
senior  director  of  customer 
support  at  VHA  Inc.,  an  Irv¬ 
ing,  Texas-based  hospital  co¬ 
operative. 

VHA  conducts  an  audit  at 
least  once  a  year  to  tabulate  its 
Intel  Corp.  servers  and  Micro- 


ASSET  PROTECTION 

For  links  to  Computerworld 
stories,  white  papers  and 
related  information  about 
asset  management,  visit 
our  Web  site. 

O  QuickLink:  30601 
www.computerworld.com 
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ASSESS 


depth  of  asset  management 
programs  and  processes. 


closer  and  better 
anning  among  IT  and  busi¬ 
ness  managers. 

SOURCE:  GARTNER  INC..  STAMFORD.  CONN. 


soft  Corp.  enterprise  licenses 
and  compare  those  figures 
against  its  records. 

Of  course,  some  companies 
are  extremely  diligent  about 
tracking  their  distributed  as¬ 
sets.  Asset  management  “is  our 
bible.  I  can  tell  you  where 
every  monitor,  mouse  and  key¬ 
board  is,”  said  Ash  Shehata,  di¬ 
rector  of  information  systems 
at  Antelope  Valley  Hospital  in 
Lancaster,  Calif. 

Still,  Shehata  agrees  with 
McLean  that  asset  manage¬ 
ment  is  extremely  time-con¬ 
suming.  That’s  why  he’s  an 
advocate  of  services  being  of¬ 
fered  by  hardware  makers 
such  as  Dell  Computer  Corp. 
that  will  track  a  customer’s 
entire  hardware  portfolio  for 
a  flat  fee.  I 


Handheld  Devices’  Annual 
Costs  Jump  for  Enterprises 


BY  MATT  HAMBLEN 

The  escalating  expenses  of 
managing  handheld  devices 
are  starting  to  worry  some  IT 
managers. 

The  annual  cost  for  equip¬ 
ment  and  support  for  a  single 
handheld  device  could  reach 
$3,000,  according  to  a  report 
released  last  week  by  Gartner 
Inc.  That’s  up  from  the  $2,500 
per  user  the  researcher  report¬ 
ed  in  1999. 

Making  that  same  device 
work  wirelessly  could  bump 
up  the  per-user  annual  cost  to 
more  than  $4,300,  according 
to  the  Stamford,  Conn.-based 
market  research  firm. 

That  analysis  doesn’t  sur¬ 


prise  Marc  Rohde,  IT  manager 
at  USFilter/Plymouth  Products 
Inc.  in  Sheboygan,  Wis.  He  said 
a  $3,000  price  tag  for  handhelds 
without  wireless  connectivity 
“might  be  about  right”  when 
support  and  administration 
costs  such  as  training  are  in¬ 
cluded.  Total  cost  of  ownership 
“is  a  major  concern,”  he  said. 

Pricey  Proposition 

Although  enterprises  vary  on 
how  they  use  handhelds,  most 
agree  that  supporting  them 
isn’t  cheap.  Forrester  Research 
Inc.  in  Cambridge,  Mass.,  calcu¬ 
lated  last  year  that  an  enter¬ 
prise  could  spend  $2,000  per 
year  on  a  user  who  has  a  new 


handheld  device  with  300  min¬ 
utes  of  wireless  data  access  per 
month  and  two  custom  inte¬ 
grated  applications. 


Handheld  and  wireless  costs 
can  be  much  higher  than  enter¬ 
prise  IT  managers  are  pre¬ 
pared  to  pay,  said  Forrester  an¬ 
alyst  Frank  Gillett. 

“IT  managers  are  in  for  a 
rude  surprise  when  they  start 
to  do  big  deployments,”  he 
said.  “It’s  not  only  the  cost  of 
the  gear,  but  the  support.” 

Gartner  analyst  Phillip  Red¬ 
man  studied  several  devices 
(see  chart).  At  the  high  end,  a 
wireless  handheld’s  hardware 
and  software  annual  costs 
could  be  more  than  $2,500, 
with  administration,  support 
and  operations  bringing  the  to¬ 
tal  to  $4,342.  In  comparison, 
a  smart  phone  with  wireless 
voice  and  data  functions  could 
cost  $1,369. 

“Enterprises  are  looking  at 
issues  like  return  on  invest¬ 
ment  but  often  overlook  essen¬ 
tial  components”  of  cost,  Red¬ 
man  said.  ► 


Is  your  infrastructure  ready 
for  Web  services?  How  long 
before  you  see  results?  Can 
.NET  connected  software  make 
a  difference?  This  quarter? 

Get  the  answers  before  the 
questions  start. 
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Warning:  Go  Slowly 
With  Web  Services 

Roundtable  underscores  need  to  proceed 
cautiously  but  says  adoption  is  inevitable 


BY  MICHAEL  MEEHAN 

WESTBORO.  MASS. 

EB  SERVICES 

may  be  the 
next  big 
thing,  but  a 
group  of 
users,  analysts  and  even  Web 
services  vendors  acknowl¬ 
edged  last  week  at  a  round¬ 
table  on  the  issue  that  signifi¬ 
cant  barriers  to  using  the  tech¬ 
nology  remain. 

Security  concerns,  interop¬ 
erability,  data  trapped  in  lega¬ 
cy  systems,  inadequate  net¬ 
works,  general  confusion  over 
how  to  use  XML,  the  immatu¬ 
rity  of  current  Web  services 
protocols  and  slashed  IT  bud¬ 
gets  were  all  cited  as  hurdles  to 
using  Web  services.  The  mes¬ 
sage  from  those  attending  the 
first  Boston  Area  Web  Services 
Roundtable  here:  Be  careful. 

The  lack  of  security  is  of 
concern  to  Dale  Powers,  enter¬ 
prise  data  architect  at  Boston- 
based  electricity  distributor 
NStar  Inc.  He  said  that  packag¬ 
ing  XML  functions  in  a  docu¬ 
ment  could  create  unforeseen 
tunnels  through  a  corporate 
firewall.  If  security  holes  are 
regularly  found  in  mature  soft¬ 
ware,  it’s  wise  to  be  wary  about 
emerging  technologies  such  as 
Web  services,  Powers  added. 

Standards  Doubts  and  Limits 

And  Powers  is  skeptical 
about  the  work  being  done  on 
standards.  Supporters  “have 
formed  an  organization  around 
the  fact  that  we  need  to  talk 
about  standards,”  he  said,  re¬ 
ferring  to  the  Web  Services 
Interoperability  Organization. 
“They’re  going  to  have  to  do  a 
bit  more  than  that,”  he  added. 

Even  Web  services  support¬ 
ers  see  limits  to  the  technolo¬ 
gy.  “A  lot  of  the  information 
companies  want  resides  in 
legacy  back-end  systems  — 


things  like  [IBM’s]  CICS  and 
Cobol,”  said  Steve  Resnick, 
field  consultant  at  Microsoft 
Corp.  “That  stuff  is  still  hard  to 
get  at  with  Web  services.” 

Fred  Holahan,  vice  president 
of  e-business  integration  prod¬ 
ucts  at  SilverStream  Software 
Inc.  in  Billerica,  Mass.,  pointed 
out  that  many  legacy  systems 
are  home-built,  meaning  that 
there’s  no  vendor  to  supply  a 
migration  path  for  users. 

Powers  said  NStar  would 
only  “experiment”  with  Web 
services  rather  than  be  an  early 


Rivals  hoping  to 
reduce  complexity 
for  app  developers 


BY  MICHAEL  MEEHAN 
AND  CAROL  SLIWA 

Taking  their  rivalry  to  a  new 
level,  IBM  and  Sun  Micro¬ 
systems  Inc.  are  each  prepar¬ 
ing  to  roll  out  integrated  sets  of 
application  development  tools 
that  can  be  used  across  their 
respective  suites  of  middle¬ 
ware  products. 

IBM  last  week  announced 
plans  to  release  plug-in  tools 
for  its  WebSphere  Studio  de¬ 
velopment  environment  that 
support  all  of  its  middleware 
offerings.  A  plug-in  for  its 
Tivoli  management  software  is 
available  now,  and  IBM  said 
that  tools  for  DB2,  Lotus 
Domino  and  other  products 
will  be  added  starting  in  the 
fourth  quarter. 

Meanwhile,  Sun  said  it  began 
shipping  an  upgrade  of  its  Sun 
ONE  Studio  tools  with  support 
for  rival  application  servers 


adopter.  That’s  largely  because 
the  company  works  in  a  highly 
regulated  industry,  where  it’s 
graded  on  the  performance  of 
its  systems,  he  said. 

Ted  Schadler,  an  analyst  at 
Forrester  Research  Inc.  in 
Cambridge,  Mass.,  said  Web 
services  could  create  a  swarm 
of  activity  behind  corporate 
firewalls.  “Web  services,  in 
some  situations,  is  like  getting 
a  Mack  truck  to  deliver  an  en¬ 
velope,”  he  said. 

While  much  of  the  focus  on 
Web  services  has  involved 
putting  wrappers  around  data 
so  that  it  can  be  sent,  many 
have  forgotten  that  the  data 
must  later  be  consumed,  ac¬ 
cording  to  Mike  Plusch,  chief 


from  San  Jose-based  BEA  Sys¬ 
tems  Inc.  and  Oracle  Corp.  on 
June  10.  But  a  bigger  announce¬ 
ment,  expected  to  be  made  this 
week,  is  that  Sun  plans  in  the 
fourth  quarter  to  combine  its 
server-level  software  products 
and  its  development  tools  into 
a  single  offering  for  applica¬ 
tion  development  and  testing. 

Gerritt  Borg,  director  of 
software  support  and  develop¬ 
ment  at  CB  Richard  Ellis  Ser¬ 
vices  Inc.,  a  commercial  real 
estate  firm  in  Los  Angeles,  said 
the  reliability  of  applications 
has  become  more  difficult  to 
gauge  as  they  have  become 
more  distributed. 

“The  one  thing  I  think  every¬ 
one  has  learned  from  their 
Web  experience  is  that  this  is  a 
very  dynamic  environment,” 
Borg  said.  “Not  only  is  there 
constant  change,  but  you  don’t 
always  understand  how  new 
code  affects  everything  else.” 

As  a  Sun  customer,  Borg  said 
he  hopes  that  the  vendor’s 
bundling  of  its  middleware  and 
development  tools  will  help 
his  staff  sort  through  that  com¬ 
plexity.  “I  hate  to  use  the  word 


technology  officer  at  Clear 
Methods  Inc.,  a  Web  services 
developer  in  Cambridge,  Mass. 

“It  doesn’t  do  you  a  lot  of 
good  to  build  a  wrapper  if  the 
applications  don’t  match  the 
data  model  of  the  receiver,”  he 
said.  “Mapping  data  to  your 
logic  keeps  biting  people  at  the 
lowest,  lowest  levels.” 

Andy  Roberts,  CTO  at  Web 
applications  developer  Bow- 
street  Inc.  in  Portsmouth,  N.H., 
noted  that  “users  are  still  try- 


seamless,  because  it’s  never 
seamless,  but  we’re  always 
looking  for  something  to  help 
us  be  more  unified,”  he  said. 

That’s  exactly  what  IBM  and 
Sun  said  they’re  trying  to  do. 
“We’re  addressing  the  devel¬ 
oper  pain  of  having  to  inte¬ 
grate  separate  tools,”  said 


Not  only  is 
there  constant 
change,  but  you 
don’t  always 
understand 
how  new  code 
affects  every¬ 
thing  else. 

GERRITT  BORG, 

DIRECTOR  OF  SOFTWARE 
SUPPORT  AND  DEVELOPMENT, 

CB  RICHARD  ELLIS  SERVICES 


ing  to  figure  out  how  to  de¬ 
scribe  data  in  XML.” 

Yet  all  agreed  that  the  use  of 
Web  services  will  increase  and 
that  the  key  will  be  to  deter¬ 
mine  a  way  to  use  the  still- 
immature  technology  appro¬ 
priately  rather  than  avoid  it. 

“The  classic  line  is  that  sys¬ 
tems  integrators  make  a  lot  of 
money  integrating  systems,” 
Schadler  said.  “If  we  can  auto¬ 
mate  that  integration  and  save 
ourselves  that  money,  we  win.”  I 


Bernie  Spang,  director  of  Web¬ 
Sphere  Studio  marketing  at 
IBM,  noting  that  the  new  tools 
should  help  reduce  the  time 
and  cost  of  developing  applica¬ 
tions.  Likewise,  Sanjay  Sarathy, 
director  of  product  marketing 
for  developer  enablement  at 
Sun,  said  that  Sun  is  trying  to 
combat  “a  proliferation  in  the 
number  of  developer  tools” 
that  has  forced  many  users  to 
develop  applications  in  sepa¬ 
rate  silos. 

IBM’s  WebSphere  tools  are 
based  on  open-source  technol¬ 
ogy  called  Eclipse,  which  en¬ 
ables  developers  to  work  from 
a  single  portal-like  interface 
with  a  wide  range  of  tools  from 
IBM  and  other  vendors.  The 
Eclipse  project  was  launched 
last  year  and  is  managed  by  a 
consortium  of  vendors. 

“IBM  is  a  company  with  a  lot 
of  tools,  and  this  is  their  at¬ 
tempt  to  create  a  simple  and 
more  consistent  workbench 
for  developers,”  said  Mark  Dri¬ 
ver,  an  analyst  at  Stamford, 
Conn.-based  Gartner  Inc.  I 


VERTICAL  VENTURE 

IBM  is  tailoring  bundled  integration  tools  for 
users  in  five  industries.  Read  more  online: 

QuicKLink:  30595 
www.computerworld.com 


Insider  Insights  to  Web  Services 

TED  SCHADLER,  analyst,  Forrester  Research  Inc.  Security  for  internal 
and  trusted-partner  use  of  Web  services  can  be  achieved  using  traditional 
password  methods,  but  it  remains  a  kludgy  fit. 

STEVE  RESNICK,  field  consultant,  Microsoft  Corp.  Use  Web  services 
for  the  things  they  do  well,  such  as  writing  subroutines  and  handling  synchro¬ 
nous  transactions. 

DAVE  HOFERT,  manager  of  emerging  technologies.  Sun  Microsys¬ 
tems  Inc.  Web  services  won’t  replace  your  whole  middleware  layer,  so  be 
sure  your  use  of  Web  services  fits  into  a  larger  middleware  methodology. 


IBM,  Sun  Integrate  Tools  With  Middleware 
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Will  Web  services  change  the 
way  you  do  business?  Will 
integrating  them  with  your 
infrastructure  mean  starting 
over?  Can  .NET  connected 
software  get  you  there  faster? 

Get  the  answers  before  the 
questions  start. 

microsoft.com/enterprise 
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Microsoft  Remedy 
Phase  Nears  End 

Closing  arguments  in  the  remedy 
phase  of  the  Microsoft  Corp.  anti¬ 
trust  case  are  due  to  be  held  June 
19,  after  U.S.  District  Court  Judge 
Colleen  Kollar-Kotelly  last  week 
denied  a  Microsoft  motion  to  dismiss 
the  proposal  made  by  the  nonset¬ 
tling  states.  Microsoft  claimed  that 
the  states  had  no  jurisdictional  basis 
for  pursuing  antitrust  action  on  their 
own,  but  the  judge  said  Microsoft’s 
arguments  were  unpersuasive. 


Microsoft  Issues  Four 


Meanwhile,  Microsoft  issued  four 
new  bulletins  about  security  holes 
in  its  software,  including  two  that 
were  given  “critical”  severity  rat¬ 
ings  by  the  company.  One  of  those 
involves  the  Remote  Access  Service 
dial-up  feature  included  in  multiple 
versions  of  Windows.  The  other 
is  related  to  a  vulnerability  in  the 
gopher  protocol  used  by  Internet 
Explorer  and  other  products. 


Critical  Path  Adds 
Packaged  E-Mail 

San  Francisco-based  Critical  Path 
Inc.,  which  previously  focused  on 
hosting  e-mail  systems,  announced 
a  packaged  version  of  its  software 
that  can  be  installed  behind  corpo¬ 
rate  firewalls.  The  software  runs 
on  Windows  NT  and  Solaris  servers 
and  is  meant  to  compete  with  Micro¬ 
soft  Corp.’s  Exchange  software  and 
IBM’s  Notes/Domino  technology, 
Critical  Path  said. 


Short  Takes 

WORLDCOM  INC.  announced  a  set 
or  storage,  load-balancing  and  IP 
virtual  private  network  services 
to  augment  its  basic  Web-hosting 

'  .‘.r.  abilities - Santa  Clara,  Calif.- 

;.t  ri  NETWORK  ASSOCIATES  INC. 
said  ii  has  found  a  computer  virus 
trial  can  infect  JPEG  image  files, 
a  first  time  one  has  been  spotted. 


Future  of  ICANN 
Remains  Uncertain 


Bush  administration  seeks  reforms  as 

Sept.  30  contract  expiration  date  looms 


BY  PATRICK  THIBODEAU 

WASHINGTON 

The  Internet  Corpo¬ 
ration  for  Assigned 
Names  and  Num¬ 
bers  (ICANN)  has 
attracted  a  large 
body  of  critics  at  odds  with  its 
decisions  and  overall  direction, 
and  it  may  now  be  living  on 
borrowed  time. 

Bush  administration  offi¬ 
cials  must  decide  by  Sept.  30 
whether  to  renew  the  1998 
agreement  that  created  ICANN 
or  revert  control  of  the  Domain 
Name  System  (DNS)  to  the  U.S. 
government,  a  move  that  would 
end  the  effort  to  privatize  man¬ 
agement  of  the  Internet’s  ad¬ 
dress  system. 

While  still  supportive  of  the 
ICANN  model,  the  administra¬ 
tion  hasn’t  decided  whether  to 
extend  the  agreement,  modify 
it  or  let  it  expire,  said  Nancy  J. 
Victory,  an  assistant  secretary 
for  communications  and  infor¬ 
mation  at  the  U.S.  Department 
of  Commerce,  who  last  week 
testified  before  the  Senate  Sub¬ 
committee  on  Science,  Tech¬ 
nology  and  Space. 

The  next  couple  of  months 
will  be  crucial  for  ICANN,  said 
Victory,  who  outlined  a  series 
of  steps  that  administration 
officials  want  the  Marina  Del 
Rey,  Calif. -based  organization 
to  take  to  improve  its  opera¬ 
tions.  Those  include  making 
reforms  to  ensure  accountabil¬ 
ity,  giving  all  Internet  stake¬ 
holders  a  fair  hearing  and  de¬ 
veloping  an  effective  advisory 
role  for  government,  she  said. 

IC ANN’s  main  job  is  to  en¬ 
sure  the  stability  and  security 
of  the  DNS,  and  the  organiza¬ 
tion  is  credited  with  creating 
competition  for  domain  names 
and  registries  that  previously 
were  solely  controlled  by  Net¬ 
work  Solutions  Inc.  under  a 
contract  with  the  U.S.  govern¬ 


ment.  That  company  is  now 
part  of  Mountain  View,  Calif.- 
based  VeriSign. 

But  it  has  been  faulted,  most 
recently  in  a  report  issued  last 
week  by  the  U.S.  General  Ac¬ 
counting  Office,  for  moving 
too  slowly  to  improve  the  secu¬ 
rity  of  the  13  DNS  root  servers. 
A  proposal  for  an  enhanced 
technology  architecture  was 
due  to  the  Commerce  Depart¬ 
ment  nearly  two  years  ago  but 
still  hasn’t  been  completed,  ac¬ 
cording  to  the  report. 

ICANN  has  also  faced  in¬ 
tense  criticism  over  the  proc¬ 
ess  it  used  to  pick  seven  new 
top-level  domains  in  late  2000, 
which  resulted  in  the  rejec¬ 
tion  of  numerous  proposals. 
Its  process  for  electing  board 
members  has  been  another 
controversial  sticking  point. 


The  Perils 
Facing  ICANN 

ITS  CURRENT  STATUS; 

ICANN’s  current  four-year  con¬ 
tract  with  the  U.S.  government 
to  manage  the  Internet  Domain 
Name  System  expires  Sept.  30. 

WHY  IT’S  IN  TROUBLE:  The 

organization  is  seen  by  many  crit¬ 
ics  as  not  being  representative, 
and  decisions  such  as  limiting  the 
number  of  new  top-level  domains 
left  many  people  unhappy. 

THE  OUTLOOK:  The  Bush 
administration  supports  the 
ICANN  model,  and  few  critics 
want  the  government  to  take  over. 
But  ICANN  will  likely  be  reformed. 

“Bias  and  favoritism  are 
woven  deeply  into  ICANN’s 
form,”  said  dissident  ICANN 
board  member  Karl  Auerbach 
at  last  week’s  subcommittee 
hearing.  “ICANN  resists  pub¬ 


lic  accountability.”  Auerbach 
urged  the  Commerce  Depart¬ 
ment  to  exercise  “real  over¬ 
sight”  of  ICANN. 

ICANN  itself  has  proposed 
a  series  of  internal  reforms  in¬ 
tended  to  address  some  of  the 
issues,  including  changes  in 
its  policy  development  process 
and  the  composition  of  its 
board.  Victory  said  the  reform 
effort  shows  “great  promise.” 

But  that  may  not  be  enough 
for  some  critics.  “Serious  struc¬ 
tural  reform  must  be  enter¬ 
tained,”  said  Sen.  Conrad  Burns 
(R-Mont.).  Burns  said  ICANN 
had  morphed  from  a  group 
charged  with  deciding  purely 
technical  issues  “into  a  policy¬ 
making  body  —  however,  with 
none  of  the  due-process  re¬ 
quirements  placed  on  agencies 
given  policymaking  power.” 

“Is  everything  perfect?  Of 
course  not,”  said  Stuart  Lynn, 
ICANN’s  president.  But  Lynn 
defended  ICANN’s  effort  to 
reform  itself  and  said  ventur¬ 
ing  into  policy  areas  can’t  eas¬ 
ily  be  avoided.  For  instance, 
in  creating  top-level  domains, 
ICANN  must  consider  non¬ 
technical  issues  such  as  which 
companies  would  operate  them 
and  for  how  long,  he  said.  \ 


SAS  Looks  to  Simplify  Data 
Analysis  Tools  With  Upgrade 


BY  MARC  L.  SONGINI 

SAS  Institute  Inc.  last  week  de¬ 
tailed  plans  for  an  upgrade  of 
its  flagship  data  analysis  tools 
that  include  a  series  of  new 
features  aimed  at  improving 
the  software’s  ease  of  use  and 
manageability. 

At  its  European  users  con¬ 
ference  in  Paris,  Cary,  N.C.- 
based  SAS  said  the  upcoming 
SAS  Version  9  will  add  Java- 
based  user  interfaces  that  are 
being  designed  to  simplify  the 
software.  SAS  also  plans  to  add 
new  analysis  functionality  and 
multithreading  technology  de¬ 
signed  to  reduce  the  amount  of 
server  resources  required  by 
the  applications  (see  box). 

Pieces  of  SAS  Version  9  will 
be  released  this  summer,  and 


the  new  user  interfaces  are  due 
to  start  rolling  out  by  Septem¬ 
ber,  said  Don  Hatcher,  vice 
president  of  technology  strat¬ 
egy  at  SAS.  The  interfaces  will 
offer  role-based  views  for  end 
users  in  different  parts  of  a 
company,  Hatcher  said. 

Also  during  the  summer,  he 
added,  SAS  plans  to  ship  a 
Java-based  management  con¬ 


sole  that  will  let  IT  workers 
distribute  upgrades  of  the  soft¬ 
ware  from  a  central  point  in¬ 
stead  of  having  to  separately 
install  them  on  individual  PCs. 

Eddie  Bauer  Inc.  is  a  long¬ 
time  user  of  SAS  tools.  Harry 
Egler,  a  vice  president  of  cus¬ 
tomer  relationship  manage¬ 
ment  at  the  Redmond,  Wash.- 
based  retailer,  said  he’s  espe¬ 
cially  interested  in  Version  9’s 
multithreading  technology.  Eg¬ 
ler  said  he  expects  that  the 
technology  will  allow  the  ap¬ 
plication  to  more  efficiently 
exploit  multiple  CPUs  as  the 
analysis  workload  increases.  I 


Plan  9  From  SAS 


SAS  VERSION  9  IS  DUE  TO  INCLUDE  THESE  NEW  FEATURES: 

■  Simplified  role-based  interfaces  tailored  for  different  users _ 

■  Text-mining  and  parallel  data-mining  capabilities _ 

■  Multithreading  technology  to  optimize  the  use  of  system  resources 

■  Support  for  Intel’s  64-bit  Itanium  2  chip  on  Windows  and  HP-UX 

■  An  upgraded  portal  tool  for  sharing  analysis  results  among  users 
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Merged  Electronic  Trading 

Net  to  Set  Sights  on  Nasdaq 


Goal  of  $508M  ECN 
deal  is  to  establish 
a  stock  exchange 


BY  LUCAS  MEARIAN 

AST  WEEK’S  an¬ 
nouncement  that 
Instinet  Group  Inc. 
will  buy  competitor 
The  Island  ECN  Inc. 
gives  Nasdaq  Stock  Market 
Inc.  another  potential  stock 
exchange  competitor  while 
further  complicating  its  uphill 
battle  to  woo  customers  to  its 
forthcoming  SuperMontage 
electronic-trading  system. 

Instinet’s  $508  million,  all¬ 
stock  purchase  of  New  York- 
based  Island  will  create  an  elec¬ 
tronic  communications  net¬ 


work  (ECN)  that  represents 
about  22%  of  Nasdaq’s  order 
flow,  which  “does  take  some  of 
the  thunder  away  from  Nas¬ 
daq,”  said  Damon  Kovelsky,  an 
analyst  at  Meridien  Research 
Inc.  in  Newton,  Mass. 

Island,  which  had  been  pur¬ 
suing  exchange  status  on  its 
own,  said  it  will  continue  to  do 
so  jointly  with  Instinet.  The 
move,  analysts  said,  will  likely 
force  the  U.S.  Securities  and 
Exchange  Commission  to  rede¬ 
fine  what  an  exchange  is,  some¬ 
thing  it  has  shown  reluctance 
to  do  in  the  past. 

Island  Chairman  Edward 
Nicoll  and  Instinet  CEO  Mark 
Nienstedt  said  during  a  confer¬ 
ence  call  last  week  that  they 
expect  the  buyout  to  save  the 
combined  firms  millions  of 
dollars  each  year  through  syn¬ 


ergies  in  technology,  includ¬ 
ing  the  use  of  a  single  trade¬ 
clearing  system  after  consoli¬ 
dating  onto  New  York-based 
Instinet’s  platform. 

“We’ve  got  some  real  bene¬ 
fits  in  combining  these  two 
companies,”  Nienstedt  said. 
“On  the  cost  side,  we  do  see 
synergies  that  we  conservative¬ 
ly  estimated  to  be  at  a  $25  mil¬ 
lion  a  year  [in  2003]  in  areas  of 
clearing  and  combining  some 
of  the  facilities  and  shared  cor¬ 
porate  services  and  technology. 
Over  the  longer  term,  we  think 
there  will  be  opportunities  for 
more  of  those”  cost  savings. 

A  spokeswoman  for  Instinet 
declined  to  comment  on  how 
the  merger  may  affect  techni¬ 
cal  staffing  at  the  two  firms. 

Nicoll  said  that  the  compa¬ 
nies  will  continue  to  be  run 


Trading  Up 

The  Instinet  and  Island 
ECN  merger  could  save  the 
two  $25  million  in  2003  with 
efficiencies  that  include: 

CONSOLIDATING  clearing  sys¬ 
tems  onto  Instinet* s  service. 


COMBINING  data  facilities. 

INTEGRATING  trade-match¬ 
ing  engines. 

SHARING  corporate  tech¬ 
nology  services. 


separately  and  “continue  to  set 
our  pricing  policies  separate¬ 
ly”  until  the  merger  is  complet¬ 
ed.  That  process  should  take 
about  three  months,  according 
to  an  Instinet  spokesman. 


OS  Release  Pushes  HP  Toward  Itanium 


HP-UX  upgrade  part  of  long-term  plan 
to  move  users  from  proprietary  PA-RISC 


BY  JAIKUMAR  VIJAYAN 

Hewlett-Packard  Co.  edged  a 
little  closer  to  its  goal  of  mi¬ 
grating  users  from  proprietary 
RISC  systems  to  standard  Intel 
Corp.  servers  with  the  release 
of  its  latest  version  of  HP-UX 
last  week. 

The  company’s  HP-UX  lli 
Version  1.6  is  the  first  high-end 
Unix  operating  system  that  has 
been  designed  from  the  ground 
up  for  Intel’s  64-bit  Itanium 
architecture. 

According  to  HP,  the  operat¬ 
ing  system  offers  exactly  the 
same  functions  and  features  as 
HP's  Unix  version  for  PA-RISC 
boxes.  This  means  that  users 
will  be  able  to  take  applica¬ 
tions  running  on  HP’s  current 
PA-RISC  servers  and  run  them 
unchanged  on  Itanium  boxes, 
s.  id  Ram  Appalraju,  a  director 
for  HP’s  Unix  business. 


But  users  will  have  to  wait 
until  a  new  generation  of  Itani¬ 
um  servers  begins  to  ship  later 
this  year  to  see  which,  if  any, 
price/performance  gains  they 
can  derive  by  moving  applica¬ 
tions  from  PA-RISC  servers, 
said  Charles  King,  an  analyst  at 


HP-UX  Hi  M 
For  Itanium 

■  Built  from  the  same  code  base 

as  HP-UX  111  tor  PA-RISC.  _ 

■  Designed  to  scale  up  to 
64  processors. 

■  Data  and  networking  compati¬ 
bility  with  PA-RISC  systems. 

■  Same  enterprise,  system 
management,  high-availability 
and  security  tools  as  HP-UX  Hi 
for  PA-RISC. 


The  Sageza  Group  Inc.  in 
Mountain  View,  Calif. 

And  though  PA-RISC-based 
Unix  applications  will  run  un¬ 
changed  on  Intel  servers,  users 
will  need  to  recompile  many  of 
them  if  they  want  optimal  per¬ 
formance  on  the  Itanium  tech¬ 
nology,  said  Tony  lams,  an  ana¬ 
lyst  at  D.H.  Brown  Associates 
Inc.  in  Port  Chester,  N.Y. 

Still,  the  release  of  HP-UX 
lli  underscores  HP’s  long-term 
commitment  to  moving  users 
from  expensive,  proprietary 
RISC  hardware  technologies  to 
cheaper  servers  based  on  stan¬ 
dard  Intel  processors,  King  said. 

“This  is  the  first  real  step  to¬ 
ward  migrating  users  from  PA- 
RISC  to  Itanium,”  lams  said. 

Strategic  Direction 

As  part  of  this  strategy,  HP 
has  said  that  in  the  next  few 
years  it  will  also  migrate  users 
of  Compaq  Computer  Corp.’s 
Alpha  processor  and  Tandem 
Computer  Inc.’s  MIPS  proces¬ 
sor  technologies  to  Itanium, 


which  HP  has  helped  develop 
over  the  past  eight  years. 

The  same  high-availability, 
clustering,  serviceability  and 
management  functions  found 
on  HP’s  Unix  for  PA-RISC  are 
available  on  the  latest  Itanium 
version  released  last  week,  Ap¬ 
palraju  said.  “HP-UX  for  Itani¬ 
um  is  fundamentally  designed 
to  protect  the  investment  of 
customers  who  are  on  PA- 
RISC,”  he  noted. 

Sometime  in  mid-2003,  HP 
plans  to  release  a  common  ver¬ 
sion  of  HP-UX  that  users  can 
run  on  both  PA-RISC  and  Itani¬ 
um  servers. 

Moves  like  the  release  of  the 
new  operating  system  are  the 
kind  of  steps  HP  needs  to  take  if 
it  wants  to  migrate  users  to  a 
common  Intel  platform,  said 
John  R.  Wolff,  CIO  at  Laaco  Ltd., 
an  athletic-club  chain  in  Los 
Angeles.  HP’s  effort  to  ensure 
that  elements  of  its  RISC  tech¬ 
nology  are  included  in  the  Itani¬ 
um  design  should  also  ensure  a 
smooth  migration,  he  said. 

“But  we  don’t  expect  to 
move  to  Itanium  for  several 
years  because  we  don’t  really 
need  it,”  Wolff  added.  ft 


“The  technological  integra¬ 
tion  will  follow  a  step  behind” 
the  pooling  of  liquidity  between 
the  two  firms  before  connecting 
the  trade-matching  engine  and 
then  eventually  migrating  to¬ 
ward  one  integrated  technology 
platform,  said  Matthew  An- 
dresen,  president  and  CEO  of 
Island. 

“Remember,  these  systems 
are  very  different.  And  we  think 
they’re  complementary,”  he 
said.  For  example,  Instinet’s 
Smart  Router  technology  al¬ 
ready  offers  traders  access  to 
other  liquidity  markets,  in¬ 
cluding  Island’s. 

An  Instinet  spokeswoman 
was  unable  to  comment  on 
specifics  regarding  the  integra¬ 
tion  of  back-office  systems  be¬ 
tween  the  two  firms. 

Uncertain  Future 

Island  had  previously  agreed 
to  participate  in  Nasdaq’s  Su¬ 
perMontage,  and  it  wasn’t  im¬ 
mediately  clear  whether  that 
plan  will  be  shelved.  Nicoll  said 
Instinet  will  decide  whether  to 
use  SuperMontage  when  it’s 
rolled  out  next  month. 

The  SuperMontage  system 
will  give  traders  many  of  the 
features  they  can  get  only 
through  ECNs,  such  as  the 
ability  to  display  their  limit 
orders  anonymously  and  the 
ability  for  brokers  to  separate 
their  own  trades  from  those 
they  execute  for  customers. 

Mike  Demeo,  a  spokesman 
for  Nasdaq,  said  SuperMon¬ 
tage  is  still  on  track  to  launch 
around  the  end  of  July. 

Avivah  Litan,  a  financial  ser¬ 
vices  analyst  at  Stamford, 
Conn.-based  Gartner  Inc.,  said 
she  believes  that  SuperMon¬ 
tage  could  launch  with  some¬ 
thing  less  than  a  bang. 

“It’s  not  clear  brokers  are  go¬ 
ing  to  just  quickly  migrate  to 
the  Nasdaq  system  when  the 
Instinet  system  has  so  much 
more  momentum,”  Litan  said. 
“Brand  is  not  everything.  In¬ 
stinet  has  a  tremendous  early 
market-mover  advantage  com¬ 
pared  to  SuperMontage.”  ft 


MORE  WAYS  TO  SEE  BIDS 

GlobeNet  Securities  launches  an  electronic 
trading  system  in  competition  with  Nasdaq. 
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Novell  to  Buy  Web 
Services  Tools  Vendor 

Novell  Inc.  announced  a  deal  to  ac¬ 
quire  SilverStream  Software  Inc.,  a 
Billerica,  Mass.-based  vendor  of 
Web  services  development  tools,  for 
about  S212  million  in  cash.  Novell 
said  it  expects  to  complete  the  deal 
next  month.  SilverStream  would  be¬ 
come  a  subsidiary  of  Novell  and 
would  still  be  run  by  CEO  David 
Litwack,  who  would  be  named  a  se¬ 
nior  vice  president  by  Novell. 

Vendors  Form  Mobile 
Standards  Group 

A  group  of  more  than  200  technolo¬ 
gy  vendors  and  network  operators 
said  they’re  forming  a  trade  associ¬ 
ation  to  work  on  interoperability 
standards  for  mobile  telecommuni¬ 
cations  products  and  services.  The 
Piscataway,  N.J.-based  Open  Mo¬ 
bile  Alliance  Ltd.  consolidates  the 
standards  activities  of  various 
groups,  including  the  WAP  Forum. 


McData’s  President  to 
Take  Over  CEO  Job 

McData  Corp.,  a  Broomfield,  Colo.- 
based  vendor  of  storage  network 
switches,  named  John  Kelley  to  be¬ 
come  its  CEO,  effective  Aug.  1.  Kel¬ 
ley,  who  joined  McData  last  August 
as  president  and  chief  operating 
officer,  will  take  over  the  CEO’s  job 
from  Jack  McDonnell,  one  of  the 
company’s  co-founders.  McDonnell 
will  continue  as  McData’s  chairman 
and  focus  on  long-term  strategy. 


Siebel  CFO:  Business 
Still  ‘Challenging’ 

Ken  Goldman,  chief  financial  officer 
at  software  vendor  Siebel  Systems 
Inc.  in  San  Mateo,  Calif.,  told  a 
group  of  investors  that  the  business 
environment  remains  “every  bit  as 
challenging”  as  it  was  during  the 
first  quarter.  Siebel  reported  a  20% 
year-to-year  drop  in  revenue  for  the 
first  quarter. 


NEWSINDUSTRY 

Keynote  Bolsters  Web 
Site  Monitoring  Tools 

New  diagnostic  services  aim  to  pinpoint 
performance  problems  for  IT  managers 


BY  TODD  R.  WEISS 

EYNOTE  SYSTEMS 
Inc.  last  week 
broadened  its 
e-commerce  per¬ 
formance-moni¬ 
toring  capabilities,  announcing 
a  series  of  services  designed  to 
tell  companies  more  than  just 
whether  their  revenue-gener¬ 
ating  Web  sites  are  having 
throughput  problems. 

San  Mateo,  Calif.-based  Key¬ 
note  launched  three  new  ser- 


New  tools  part  of 
comeback  strategy 

BY  BRIAN  SULLIVAN 

CAMBRIDGE.  MASS. 

Baan  Co.  last  week  launched 
an  upgraded  set  of  product  life 
cycle  management  (PLM)  ap¬ 
plications  and  said  it  has  set  up 
a  separate  business  unit  for  the 
software,  which  manufacturers 
can  use  to  track  their  products 
from  development  onward. 

The  rollout  of  the  iBaan  for 
PLM  suite,  which  was  an¬ 
nounced  at  a  manufacturing 
technology  conference  here, 
puts  Barneveldt,  Netherlands- 
based  Baan  in  direct  competi¬ 
tion  with  SAP  AG  and  other 
vendors  in  that  part  of  the 
business  applications  market. 

The  PLM  applications  are 
the  third  in  a  series  of  Web-en- 
abled  offerings  released  this 
year  by  Baan  as  part  of  an  on¬ 
going  effort  to  regain  momen¬ 
tum  following  big  losses  that 
led  to  a  buyout  of  the  company 


vices  and  said  it  has  upgraded 
three  existing  ones  as  part  of  a 
strategy  to  support  end-to-end 
monitoring  of  e-commerce  ap¬ 
plications  and  systems.  The 
added  diagnostic  features  pro¬ 
vide  IT  managers  with  real¬ 
time  information  on  Web  site 
problems  and  how  they  can  be 
fixed,  Keynote  officials  said. 

Boise  Office  Solutions,  an 
office  supply  company  in  Itas¬ 
ca,  Ill.,  is  beta-testing  an  up¬ 
graded  service  for  monitoring 


by  London-based  Invensys 
PLC  in  August  2000. 

Baan  added  Web  support  to 
its  customer  relationship  man¬ 
agement  (CRM)  software  in 
January  [QuickLink:  26468] 
and  shipped  new  supply  chain 
applications  in  April.  Laurens 
van  der  Tang,  Baan’s  president, 
said  last  week  that  the  PLM 


Product  Track 


Baan’s  PLM  suite  includes 
the  following  modules: 

IBAAN  PDM,  a  product  data 
management  application  that  pro¬ 
vides  common  information  about 
products  to  different  users. 

IBAAN  PARTNERNET,  which 
extends  the  PDM  software  onto 
an  extranet  for  communicating 
with  customers  and  suppliers. 

IBAAN  LIFECYCLE  ANALYZ¬ 
ER,  for  analyzing  the  potential  im¬ 
pact  of  product  changes  on  cost, 
quality  and  other  factors. 

A  SET  OF  ROLE-BASED 
USER  INTERFACES  for  workers 
in  individual  departments. 


online  transactions  that  Key¬ 
note  plans  to  make  available 
next  month.  Chris  D’Agostino, 
Boise’s  e-commerce  develop¬ 
ment  manager,  said  the  service 
now  provides  more  detailed 
information  to  help  IT  staffers 
stay  on  top  of  problems  with 
the  company’s  Web  site. 

Keynote  has  also  improved 
the  service’s  ability  to  pinpoint 
network  or  other  system  prob¬ 
lems,  D’Agostino  said. 

In  addition,  he  said,  a  new 
alert  function  pages  IT  work¬ 
ers  when  problems  occur  and 
indicates  whether  they’re  be¬ 
ing  caused  by  the  site  or  by  the 
Internet. 


tools  are  being  integrated  with 
the  CRM  and  supply  chain  ap¬ 
plications  and  with  similar 
products  from  rival  vendors. 

PLM  technology  is  designed 
to  let  companies  share  a  single 
view  of  product  data  among 
different  departments  and 
their  external  suppliers.  Com¬ 
panies  can  lower  their  costs  by 
using  the  software  to  help 
shorten  manufacturing  cycles 
and  the  time  it  takes  to  bring 
products  to  market,  said  David 
Cahn,  a  software  consultant  at 
Y2G  Associates  in  Atlanta. 

Mikael  Hook,  an  analyst  at 
Current  Analysis  Inc.  in  Ster¬ 
ling,  Va.,  said  in  a  report  that 
the  new  applications  should 
make  Baan  a  stronger  competi¬ 
tor  in  the  PLM  market. 

But  Hook  added  that  the 
software  currently  “is  missing 
important  functionality,”  such 
as  a  sourcing  module  and  the 
ability  to  capture  feedback 
about  products  from  a  compa¬ 
ny’s  customers. 

liana  Jucha,  president  of  the 
new  Baan  PLM  business  unit, 
said  she  expects  SAP  to  be  its 
main  competitor.  In  line  with 
its  overall  strategy,  Baan  plans 
to  target  the  software  at  the 
aerospace,  transportation,  elec¬ 
tronics  and  discrete  manufac¬ 
turing  industries,  Jucha  said.  I 
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AT  A  GLANCE 


Watching 
The  Web 

The  services  announced  by 
Keynote  include  the  following: 
TRANSACTION  PERSPECTIVE  4.0: 

An  upgraded  service  offering  more  detailed 
analysis  of  online  transactions.  Monthly 
fees  start  at  $1,295  per  Web  address. 

DATA  PULSE:  A  new  service  that  provides 
real-time  information  about  Web  site  per¬ 
formance.  Monthly  fees  start  at  $1,000 
per  Web  address. 

RED  ALERT  2.0:  An  upgraded  service 
that  measures  performance  and  sends 
alerts  when  problems  occur.  Monthly  fees 
start  at  $99.95  per  transaction  that’s 
renewed. 


The  alert  capability  “gives 
us  a  jump”  on  fixing  the  prob¬ 
lems,  D’Agostino  said.  That’s 
important  for  a  company  that 
booked  about  one-third  of  its 
$3.5  billion  in  product  sales  on¬ 
line  last  year,  he  added. 

Rod  Ketchum,  a  systems  ar¬ 
chitect  at  retailer  Recreational 
Equipment  Inc.  (REI)  in  Kent, 
Wash.,  said  the  more  detailed 
information  being  added  by 
Keynote  should  be  especially 
helpful  because  REI’s  internal 
systems  don’t  always  show 
glitches  that  are  being  experi¬ 
enced  by  users  of  its  Web  site. 

“It’s  sometimes  hard  to 
know  that  there’s  a  failure,” 
Ketchum  said.  “To  have  had 
this  over  the  holiday  season 
would  have  been  huge.” 

Mike  Baglietto,  a  senior 
product  manager  at  Keynote, 
said  the  new  services  are  com¬ 
ponents  of  a  plan  to  widen  the 
company’s  focus  on  overall 
performance  management  of 
Web  sites.  The  strategy  will 
move  Keynote  beyond  bench¬ 
marking  and  into  services  that 
look  more  at  the  operations 
and  diagnostic  requirements 
of  customers,  he  said. 

The  diagnostic  features 
could  provide  far  more  value 
to  users  of  the  services  than 
Keynote’s  existing  perfor¬ 
mance-monitoring  functions, 
said  John  McConnell,  an  ana¬ 
lyst  at  McConnell  Associates 
in  Boulder,  Colo.  For  example, 
he  said,  companies  may  be  able 
to  use  the  new  services  to  run 
their  Web  sites  more  efficient¬ 
ly  and  reduce  downtime.  I 


Baan  Rolls  Out  Software 
For  Tracking  Product  Data 


THE  STRAIGHT  GOODS  ON  APPLICATION  SERVERS. 


) 


time.  Smart  thinking  until  an  unexpected 
power  outage  brings  down  your  call 
center's  data  systems.  Others  say  you 
can  cluster,  but  only  one  operating 
system  at  a  time.  Which  means  you  can 
never  throw  an  NT  box  into  a  Unix 
cluster  or  vice  versa.  We  beg  to  differ 
on  both  counts.  EAServer  lets  you  cluster 
any  way  your  e-Business  demands. 
Even  if  that  involves  the  clustering  of 
two  different  operating  systems  in  two 
different  geographical  locations. 


"IT’S  OUR  WAY 
OR  THE  HIGHWAY.” 


This  is  usually  couched  in  somewhat 
softer  terms.  Something  like  this: 
“Let's  start  fresh.  Get  rid 
of  everything  you've  got. 

Make  the  switchover 
to  our  stuff.  And 
welcome  to  the 
New  World.” 

What  this  always 
translates  into  is  one 
great,  ugly  and  brutish 
migration  nightmare. 


“AN  APP  SERVER  IS  ALL 
YOUR  e-BUSINESS  NEEDS." 


Pure  delusion.  True,  an  app  server 
can  be  thought  of  as  the  integration 
engine  driving  your  e-Business. 


But,  it's  still  just  one  component  of  your 
e-Business.  And  just  one.  Let's  not  forget 
the  development  tools,  the  adapters, 
DBMS  solutions,  wireless  servers  and  a 
host  of  other  components.  And  here's 
the  crunch:  the  ability 
to  integrate  them. 

Anything  less  simply 
won't  carry  you  into 
the  future.  Sybase 
provides  all  these 
components.  Of  course, 

EAServer  runs  as  the 
integration  engine 
unifying  these 
components  into 
your  company's 
infrastructure. 


“WE'RE  MORE 
J2EE  THAN  THE 
OTHER  GUYS.” 


We  hear  this  one  a 
lot.  We  assure  you  it 
is  complete  nonsense. 
You're  J2EE  compatible 
or  you're  not.  It's  not  a 
sliding  scale.  It's  simply 
either/or.  Yes  or  no.  It's 
an  utterly  and  totally 
binary  situation. 


For  the  record,  EAServer 
is  J2EE  compatible.  In 
fact,  we  were  among 
the  very  first  application 
servers  to  be  certified. 

We  also  support  C  and 
C++,  COM,  CORBA,  and 
of  course,  our  own  PowerBuilder. 


You  won’t  find  more  comprehensive 
support  for  the  leading  technologies 
and  applications  most  prevalent  in 
e-Business  today. 


"CLUSTERING  WORKS  BUT  ONLY 
IN  ONE  PLACE  AT  A  TIME." 


Any  true  24x7  e-Business  depends 
upon  availability.  And  the  most  certain 
way  to  ensure  availability  is  with 
clustering.  Now,  some  say  you  can  only 
effectively  cluster  in  one  place  at  a 


i  Sybase 

Information  Anywhere' 


Avoiding  the  horror  of  this  is  one  of 
the  very  best  arguments  in  favor  of 
Sybase  EAServer. 


Not  only  do  we  guarantee  that  we 
will  make  all  of  your  systems  work 
together,  we’ll  show  you  how  you  can 
migrate  to  your  new  technologies 
without  disrupting  your  current 
information  systems.  Or  your  business. 
Absolutely  no  pain.  Lots  of  gain. 


"OUR  BENCHMARKS 
MIRROR  YOUR 
REALITY." 


What  happens  in  a 
carefully  set-up  study  to 
prove  a  marketing  claim 
is  the  marketing  claim 
gets  proven.  It's  not 
rocket  science. 


We  do  benchmarks,  too. 
We  just  got  some  back 
that  say  our  application 
server  is  faster  than  the 
best-selling  app  server 
in  the  business-to- 
consumer  market.  Surely, 
real-world  performance 
measurements,  not 
contrived  marketing 
benchmarks,  are  more 
important  to  running 
your  real-world 
business.  Let's  talk. 


GET  THE 
WHOLE  TRUTH. 
OR  AT  LEAST 
OUR  SIDE  OF 
THE  STORY. 


We  believe  EAServer 
deserves  your  full 
consideration.  We 
won't  stretch  or  distort  facts  to 
convince  you  of  our  viewpoint.  But 
we  would  like  to  give  you  all  the 
arguments  in  favor  of  our  case. 


Visit  www.sybase.com/truth.  Or  you 
can  call  1-800-8-SYBASE.  And  thanks 
for  letting  us  clear  the  air. 


SYBASE  e-BUSINESS  SOFTWARE. 


BECAUSE  EVERYTHING  WORKS  BETTER  WHEN 


EVERYTHING  WORKS  TOGETHER." 


©2002  Sybase,  Inc  All  rights  reserved.  All  trademarks  are  the  property  of  their  respective  owners. 
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with  Windows®  2000  Server 
for  every  kind  of  business. 

From  “kind  of  start  up"  to  “kind  of  FORTUNE  500!" 


Uaf 

No  matter  the  size  of  your  company,  we've  got  a  server  that  fits.  Dell  PowerEdge  servers  with  Microsoft®  Windows®  2000  Server  operating  system  grow  with  your  business, 
minimize  downtime,  are  easy  to  integrate  and  even  easier  to  support.  No  matter  what  your  business  needs  -  from  file/print  to  database  management  -  you  can  choose  the  server 
with  the  Microsoft®  Windows®  2000  Server  operating  system  that  is  right  for  you.  And,  by  dealing  direct  with  Dell,  you  get  a  system  customized  to  fit  your  business  needs,  at  an 
affordable  price,  backed  by  our  award-winning  service  and  support.  It's  a  nice  mix  of  exactly  the  server  you  need  with  exactly  the  operating  system  you  want. 


same-as-cash 


for  qaallftod  customers30 


Dell  Rated  #1  in  U.S.  Small  Business  Server  Market  Share 

Intel®  Server  Market  Share  for  1  to  99  Employees 

IDC 


4th  Quarter 
-  March  2002 


Dell  |  Small  Business 


PowerEdge™  1500SC  Server 

Value  Server  with  Power,  Redundancy,  and  Reliability 

•  Intel* *  Pentium®  III  Processor  at  1.13GHz 

•  Dual  Processor  Capable 

•  128MB  133MHz  ECC  SDRAM  (up  to  4GB) 

•  18GB1  (10K  RPM)  Hot-Swap  Ultra3  SCSI  Hard  Drive 

•  Upgradeable  to  438GB  of  IDE  Hard  Drive  Capacity 

•  Embedded  Intel®  PRO  Gigabit  NIC 

•  1-Yr  Next  Business  Day  On-Site  Service3 

£  as  low  as  $37/mo„  (46  ports.10)  60  Days 

^  |  Villi  Same-As-Cash  for  qualified  customers 

ICWW  E-VALUE  Code:  11479-S20612 


Recommended  upgrades: 

•  Hot-Swap.  Redundant  Power  Supply,  add  $150 

•  NEW  PowerConnect”  2124*  24-Port  Unmanaged  Switch 
with  Gigabit  Port,  add  $299 

•  System  Including  Windows®  2000  Small  Business 
Server,  only  $2599 


PowerEdge™  2650  Server 

NEW  2U  Rack-Optimized  Performance  and  Scalability 

•  Intel®  Xeon®  Processor  at  1.80GHz 

•  Dual  Processor  Capable 

•  256MB  200MHz  ECC  DDR  SDRAM  (up  to  6GB) 

•  18GB5  (10K  RPM)  Ultra3  SCSI  Hard  Drive 

•  Upgradeable  to  365GB  of  SCSI  Hard  Drive  Capacity 

•  Dual  Embedded  Gigabit  NICs 

•  Dual-Channel  Integrated  Ultra3  SCSI  Controllers 

•  Active  LCD  Screen  for  Monitoring  System  Health 

•  3-Yr  Next  Business  Day  On-Site  Service1 

as  low  as  $68/mo..  (46  pmts.1")  60  Days 
^  M  41111  Same-As-Cash  for  qualified  customers 

^  ~  *  E-VALUE  Code:  11479-S20623 


Recommended  upgrades: 

•  Embedded  Dual-Channel  RAID,  add  $299 

•  Redundant  Power  Supplies,  add  $299 

•  System  Including  Windows®  2000  Server,  only  $3199 


PowerEdge™  2500  Server 

Robust  and  Scalable  Tower  Server 

•  Intel®  Pentium®  III  Processor  at  1.13GHz 

•  Dual  Processor  Capable 

•  128MB  133MHz  ECC  SDRAM  (up  to  6GB) 

•  18GB5  (1  OK  RPM)  Hot-Swap  Ultra3  SCSI  Hard  Drive 

•  Embedded  Intel®  10/100  NIC 

•  Hot-Swap,  Redundant  Cooling  Fans 

•  3-Yr  Next  Business  Day  On-Site  Service3 

A  as  low  as  $54/mo..  (46  pruts.10)  60  Days 

l*  II  Same-As-Cash  for  qualified  customers 

■  Uw  W  E-VALUE  Code:  11479-S20618 


Recommended  upgrades: 

•  Embedded  Dual-Channel  RAID,  add  $299 

•  PowerConnect”  3024*  24-Port  Managed  Switch,  add  $699 

•  System  Including  Windows®  2000  Server,  only  $2699 


PowerVault™  PV715N  Storage 

NEW  NAS  File  Sharing  Storage 

•  Offloads  Storage  Load  from  Desktops  and  Servers 

•  Snap  Shot  Capability  for  Backing  up  Stored  Data 

•  No  Charge  for  OS  Client  Licenses  up  to  250  Users 

•  Intel®  Celeron®  Processor  at  850MHz 

•  384MB  SDRAM  (up  to  51 2MB) 

•  160GB  IDE  Hard  Drive  -  Four  40GB  Bays 

•  Dual  10/100  Ethernet  Ports 

•  Multi-Platform  Support  of  PC,  Unix,  Apple,  and  Novell 

•  Microsoft®  Windows®  Powered  Operating  System 

•  3-Yr  Next  Business  Day  On-Site  Service1 

•  Price  Includes  $100  Small  Business  Discount 

as  low  as$48/mo.,  (46  pmts.11)  60  Days 
I  HMM  Same-As-Cash  for  qualified  customers 

I  WWW  E-VALUE  Code:  11479-S20616S 


Recommended  upgrade: 

•  Broadcom  Gigabit  Network  Card,  add  $299 


Servers  for  arty  size  business.  Easy  as 

Visit  www.dell.com/computerworld  or  call  toll  free  1-877-410-3355. 


Call:  M-F  7a-8p  Sat  8a-5p  CT 

Pricing,  specifications,  availability  and  terms  of  offer  may  change  without  notice.  Taxes  and  shipping  charges 


Dell  PCs  use  genuine  Microsoft®  Windows® 

extra,  and  vary  U.S.  Dell  Small  Business  new  purchases  only.  Dell  cannot  be  heid  responsible  for  errors  ro  typography  or  WWW.micrOSOft.COm/piracy/howtOtell 


photography. 

•This  device  has  not  been  approved  by  the  Federal  Communications  Commission  for  use  in  a  residential  environment  This  device  is  not.  and  may  not  be,  ottered  for  sale  or  lease,  or  sold  or  leased  (or  use  in  a  residential  environment  until  the 

approval  of  the  FCC  has  been  obtained. 

For  a  copy  of  oor  Guarantees  or  Limited  Warranties,  write  Dell  USA  LR.  Attn:  Warranties.  One  Dell  Way.  Round  Rock.  Texas  78682  Service  may  be  provided  by  third  pm  TedtnicianwiH  be  dispatched,  if  necessary,  following  pho, re  based 

troubleshooting.  To  receive  Next-Business-Day  service,  T 
operating  environment  "'Monthly  payment  is  based  r 
transaction  size  of  $500  is  required.  Maximum  aggregate  f 

AS^ETERMINEDBY  extra  valid  on  past  orders  or  financing  OurckLoan  is  from  CIT  Online  Bank  to  Dell  Small  Business  I8S0I  online  cusiomors  witn  approved  ciedn  Dell. 

StvrwSS  PowerVault  are  trademarks  of  Dell  Compute!  Corporat.no  WJmU  Pemrum,  Celeron  and  Xeon  are  trademarks  or  reg, stored  trademarks  at  Intel  Co.pora.iun  ot  its  subs.dia 
the  United  Stales  and  other  countries.  Microsoft  and  Windows  are  registered  trademarks  of  Microsoft  Corporation.  ©2002  Dell  computer  Corporalron  All  nghts  reserved. 
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USE  THE  POWER  OF 
THE  E-VALUE  CODE. 

Match  out  latest  technology 
with  our  latest  prices  Ente  f1« 
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MARYFRAN  JOHNSON 


Security  Strategists  Wanted 


Y  VIRTUE  OF  HIS  EMPLOYER,  Scott 
Charney  of  Microsoft  is  probably  the 
most  widely  recognized  name  among  an 
emerging  breed  of  corporate  information 
security  chiefs.  Yet  the  onetime  federal 
cybercop  and  prosecutor  has  been  on  the  job  in 
Redmond  only  about  10  weeks.  He  divides  his  time 
between  figuring  out  how  to  secure  Microsoft’s 
massive  and  infamously  insecure  product  line,  and 


quietly  wielding  his  clout 
in  Washington  on  a  num¬ 
ber  of  government  secu¬ 
rity  boards  and  consortia. 

What  he  doesn’t  do, 
however,  is  call  himself  a 
chief  security  officer,  or 
CSO.  His  title  is  chief  se¬ 
curity  strategist. 

The  distinction  is  quite 
deliberate.  As  Charney 
told  me  last  week,  he 
sidestepped  the  CSO  title 
because  it  implies  an  in¬ 
ternally  focused,  batten-down-the- 
hatches  type  of  IT  cop  —  someone 
busier  protecting  corporate  re¬ 
sources  from  the  bad  guys  than 
thinking  strategically  about  comput¬ 
er  security. 

“The  focus  of  my  job  is  not  to 
protect  Microsoft  from  hackers  — 
we  have  people  who  do  that  —  but 
how  to  make  our  products  more 
secure,”  he  explained.  “I’m  not  the 
internal  cop.” 

Smart  choice,  given  the  state  of  the 
CSO  landscape  these  days. 

As  our  story  last  week  pointed  out 
[QuickLink:  30109],  many  CSOs  are 
on  a  slippery  slope  these  days,  un¬ 
able  to  get  a  grip  on  a  sustainable 
corporate  mission.  There’s  been  a 
minor  rash  of  high-profile  depar¬ 
tures  by  IT  security  chiefs  from 
banks  and  brokerage  houses,  along 
with  a  major  sense  of  deflating  ex¬ 
pectations.  As  one  CSO  told  our  re¬ 
porter:  “The  greatest  threat  we  face 
is  the  belief  of  senior  management 
that  there  is  no  threat.  So  we  don’t 
get  funds,  money  or  resources.” 


MARYFRAN  JOHNSON  is 

editor  in  chief  of  Comput- 
erworld.  You  can  contact 
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There  also  hasn’t  been 
a  notable  surge  of  securi¬ 
ty  job  creation  —  only 
more  security  duties  as¬ 
signed  to  already  over¬ 
loaded  IT  staffs. 

Seems  counterintu¬ 
itive,  doesn’t  it?  Informa¬ 
tion  security  awareness 
is  at  an  all-time  high,  and 
there’s  not  a  CEO  on  the 
planet  who  would  shrug 
off  the  need  to  protect 
corporate  assets  or  cus¬ 
tomer  privacy.  Yet  in  a  recent  survey 
by  Booz  Allen  &  Hamilton  of  72 
CEOs  from  large  companies,  only 
54%  of  them  had  a  CSO  in  place. 

Now,  some  of  the  flagging  fortunes 
of  CSOs  are  no  doubt  connected  to 
corporate  IT’s  ongoing  struggle  — 


made  all  the  more  acute  by  our  lack¬ 
luster  economy  —  to  provide  mea¬ 
surable  business  value. 

When  the  CIO  title  started  crop¬ 
ping  up  more  than  a  decade  ago,  it 
was  generally  ridiculed  as  a  useless, 
powerless  position.  The  job  churn 
among  CIOs  led  to  the  quip  that  the 
acronym  really  meant  “Career  Is 
Over.”  Nobody’s  laughing  now,  of 
course.  But  that  hard-won  place  in 
the  executive  boardroom  isn’t  some¬ 
thing  many  CIOs  are  keen  to  share 
with  their  security-minded  col¬ 
leagues. 

So  there  they  sit,  between  the 
proverbial  rock  and  a  hard  place. 
What  should  the  CSO  job  really  be 
when  it  grows  up?  There’s  a  credible 
school  of  thought  that  CSOs  need  to 
be  as  technically  grounded  and  fo¬ 
cused  as  CTOs.  Then  again,  many  of 
the  more  successful  CSOs  are  show¬ 
ing  up  for  work  with  extensive  gov¬ 
ernment  and  law  enforcement  back¬ 
grounds  rather  than  roots  in  IT. 

Whatever  the  ultimate  mix  of 
skills  turns  out  to  be,  we  need  more 
strategists  and  long-term  thinkers  on 
the  security  front.  Perhaps  what  we 
also  need  are  fewer  corporate  titles 
subdividing  the  ranks  of  IT  and  jock¬ 
eying  for  position  outside  the  execu¬ 
tive  washroom.  ft 
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PIMM  FOX 

Arabs,  Jews 
Study  IT 
Together 

NAZARETH,  ISRAEL 

ORGAD  LOOTSKY 

heard  the  bombing 
near  here  that  killed 
20.  But  Lootsky,  who  has 
trained  IT  professionals  for 

seven  years,  still  believes  he  can  forge 
links  between  Arabs  (Christian  and 
Muslim)  and  Jews. 

In  this  northern  city,  which  has  an 
Arab  section  and  a  Jewish  one,  called 
Nazareth  Illit,  high  school  teenagers 
from  the  Nazareth  Baptist  School  and 
its  Jewish  counterpart  come  together 
to  earn  their  Cis¬ 
co  Certified  Net¬ 
working  Associ¬ 
ate  (CCNA)  cer¬ 
tificates  in  class¬ 
es  taught  by 
Lootsky. 

These  young 
adults  exhibit  se¬ 
riousness  pre¬ 
paring  for  their 
futures,  but 
what’s  com¬ 
pelling  is  how 
they  trump  the  political  pressures  that 
make  any  mixing  of  Arabs  and  Jews 
potentially  confrontational. 

Haya  Samaan,  a  15-year-old  10th- 
grader  at  the  Nazareth  Baptist  School, 
has  been  in  the  program  for  two 
months.  “I  want  to  make  a  difference,” 
says  Samaan,  who  considers  Bill  Gates 
a  hero.  “I  want  to  fulfill  my  dreams,” 
she  adds,  explaining  her  studies  for  the 
CCNA  certificate.  She’s  also  excited 
about  the  connections  she’s  making 
with  Jewish  classmates. 

The  program  has  backing  from  local 
educators  such  as  Ousama  Moalem, 
principal  of  the  Nazareth  Baptist 
School;  parents;  and  scholarship  help 
from  Salesforce.com/foundation,  indi¬ 
viduals  and  Nazareth  Illit-Yezreel 
Technological  College,  which  hosts  the 
sessions  on  its  campus. 

Zika  Abzuk,  who  established  the 
program  in  Nazareth  and  is  business 
development  manager  at  Cisco  in  Is¬ 
rael,  said  that  after  a  suicide  bombing, 
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tensions  were  high,  and  some  parents 
and  officials  were  dubious  about  the 
plan.  “But  we  felt  this  is  time  people 
should  show  there  are  many  good 
things  we  can  do  together,”  she  said. 

Moalem,  whose  school  of  1,060 
makes  do  with  20  computers  and  lacks 
networking  equipment  and  teaching 
space,  agreed:  “The  students  are  excit¬ 
ed,  the  atmosphere  is  comfortable,  and 
I  look  forward  to  more  cooperation 
with  the  Jewish  school.” 

But  as  with  IT  projects  in  the  busi¬ 
ness  world,  reality  tempers  enthusias¬ 
tic  visions.  Iris  Klein,  general  director 
of  the  Nazareth  Ulit-Yezreel  Techno¬ 
logical  College,  said  on  a  day  when 
people  were  visiting  bombing  victims 
in  the  hospital  that  she  wholeheartedly 
supports  the  program  and  will  find 
money  to  keep  it  alive,  but  that  this 
alone  will  not  change  the  enmity  in  the 
region.  “This  is  a  small  program,  and 
we  would  be  happy  to  enlarge  it,”  she 
said,  “but  we  have  to  be  realistic.” 

And  yet  the  attitude  of  Alex  Etkin,  a 
17-year-old  llth-grade  Jewish  student  in 
the  program,  should  encourage  more 
optimism.  “We’re  all  here  to  learn,” 
said  Etkin,  who  has  dreams  of  being  an 
artist  as  well  as  an  IT  professional.  “It 
doesn’t  matter  if  you  are  Arab  or  Jew¬ 
ish,  we  want  to  learn  together.”  > 

DAN  GILLMOR 

IT  Is  Key 
To  Energy 
Trade  Reform 

AMERICA’S  ENERGY 

trading  companies  are 
going  to  have  to  re¬ 
engineer  their  IT  systems  to 

provide  more  transparency  to  financial 
markets  and  regulators.  That’s  fine,  but 
the  energy  traders  aren’t  the  only  ones 
who  need  to  clean  up  their  act. 

It’s  not  just  California’s  electricity 
customers  who  have  gotten  ripped  off 
in  the  past  several  years.  Wall  Street 
investors  are  binding  the  massive 
wounds  they  suffered  in  the  stock  bub¬ 
ble  that  deflated  so  suddenly  and  left  a 
generation  of  Americans  wondering  — 
with  good  cause  —  whether  the  mar¬ 
kets  were  hopelessly  rigged  against  the 
average  investor. 

The  litany  of  sleazy  financial  news 
continues  daily.  Sometimes  the  issue  is 
what’s  called  “transparency”  —  a  lack  of 
useful  or,  in  some  cases,  truthful  infor¬ 


mation  upon  which  investors 
can  make  informed  deci¬ 
sions.  Even  when  disclosures 
are  true,  they’re  often  hidden 
in  the  footnotes  or  other 
parts  of  SEC  filings.  All  this 
is  compounded  by  willfully 
blind  boards  of  directors  and 
accounting  firms. 

IT  didn’t  create  that  prob¬ 
lem,  either.  But  once  again, 
it  will  definitely  be  part  of 
the  solution. 

As  Computers orld  re¬ 
ported  June  3,  energy  firms 
have  been  told  they  must  improve  the 
transparency  of  their  systems  so  that 
regulators,  not  just  the  parties  to  the 
trades,  can  see  what’s  going  on.  Only 
then  do  the  ultimate  users  of  energy 
have  a  chance  of  buying  in  an  honest 
marketplace. 

A  hallmark,  and  one  of  the  best  fea¬ 
tures,  of  the  energy  markets  is  the 
nearly  real-time  nature  of  the  informa¬ 
tion  flow.  Markets  can  react  to  chang¬ 


ing  conditions  quickly, 
sending  price  signals  that 
make  the  best  of  the  avail¬ 
able  supply  —  again,  as¬ 
suming  that  there’s  no  ma¬ 
nipulation  occurring. 

The  benefits  of  speed 
should  also  be  plain  in  the 
equities  markets.  A  few 
corporate  leaders  and  mar¬ 
ket  observers  have  noted 
this  already.  They  want  to 
see  clearer,  more  timely  in¬ 
formation.  Moves  are  afoot 
already  to  require  more 
prompt  disclosure  of  vital  data,  for  ex¬ 
ample,  such  as  insider  sales  of  stock. 
That’s  a  start,  but  it’s  not  enough. 

In  an  era  of  computers  and  fast  net¬ 
works,  instant  disclosure  should  be  the 
rule  in  a  variety  of  financial  reporting. 
Today,  it’s  the  utter  exception.  This  will 
take  more  than  just  the  cooperation  of 
people  at  the  tops  of  companies.  It  will 
take  their  active  advocacy,  and  IT  folks 
can  quietly  lobby  in  this  direction. 


dan  gillmor  is  technol¬ 
ogy  columnist  at  the 
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But  if  IT  can  get  executives  to  buy 
into  the  idea,  there’s  a  rich  opportunity 
to  turn  disclosure  from  a  shell  game 
into  a  demonstration  of  something  es¬ 
sential:  a  belief  that  investors  deserve 
relevant  information  almost  as  soon  as 
the  insiders  see  it.  Insider-selling  re¬ 
ports  are  an  excellent  place  to  start. 
The  minute  investors  tell  a  company  of 
their  intention  to  buy  or  sell  shares  or 
exercise  options,  that  information 
should  be  on  the  Web.  It  shouldn’t  wait 
for  the  official  SEC  report. 

Deciding  how  far  to  take  this  con¬ 
cept  isn’t  a  simple  job.  Should  unaudit¬ 
ed  financial  statements  be  released  the 
minute  the  quarter  ends?  How  about 
every  month?  Every  week?  Where  does 
competitive  interest  end  and  useful 
disclosure  begin?  IT  can’t  answer 
those  questions. 

But  we’d  better  start  asking.  Market 
misbehavior  is  a  corrosive  influence.  If 
it  persists,  our  system  itself  could  be  in 
jeopardy.  That’s  bad  news  —  scary  in 
its  implications  —  for  everyone.  ► 


READERS’  LETTERS 


The  Experience  Shortage 

I  had  hoped  the  pundits 
were  finally  too  embar¬ 
rassed  to  cite  any  more 
of  Harris  Miller’s  industry- 
bankrolled  and  intellectually 
bankrupt  “studies,”  but 
Pimm  Fox  dashed  that  hope 
[QuickLink:  29657].  He  steps 
up  and  toes  the  industry 
line,  warning  of  another 
looming  IT  labor  shortage. 
This  time  it’s  because  those 
troublesome  young  IT 
workers  don’t  have  enough 
experience.  But  wait;  per¬ 
haps  more  training  will  save 
the  day.  I  don’t  think  so. 

First  the  industry  had  to 
get  rid  of  experienced  older 
workers  because  they  didn’t 
have  the  right  skills.  Now 
the  workers  with  the  right 
skills  don’t  have  the  right 
experience.  And  forget  that 
training  idea;  too  expensive 
and  time-consuming.  To  be 
competitive,  companies 
need  workers  who  can  hit 
the  ground  running,  remem¬ 
ber?  What’s  a  poor  IT  trade 
association  to  do?  I  know! 
We’ll  get  Congress  to  let  us 
have  more  H-1B  indentured 
servants,  just  to  tide  us  over 
until  the  local  workforce  has 


the  proper  balance  of  skills 
and  experience,  of  course. 
Thanks,  Miller.  Thanks,  Fox. 
Nudge,  nudge,  wink,  wink. 
Terrence  Vaughn 
Senior  programmer/analyst 
Garretson,  S.D. 


Improved'  Solaris  9 

The  may  27  article  on 
Sun  Solaris  9  [Quick- 
Link:  30070]  noted 
that  it  comes  “with  more 
than  300  new  features  in¬ 
tended  to  boost  the  reliabili¬ 
ty,  availability,  scalability  and 
performance  of  the  Unix  op¬ 
erating  system.”  Wow!  The 
folks  using  prior  versions 
must  have  been  missing  a  lot. 
The  article  also  notes  that 
“making  such  a  wide  range 
of  functions  available  at  the 
operating  system  level”  is  a 
sign  of  Sun’s  maturity.  IBM 
has  been  doing  this  for  years 
with  OS/400.  Nice  to  see 
others  catching  on.  OS/400  is 
64-bit,  has  been  since  1989, 
and  we  needed  to  rewrite  no 
application  code  when  we 
upgraded  from  CISC  to  RISC 
and  64-bit. 

Chuck  Lewis 
Manager  of  IT 
Indianapolis 


Vulnerable  Data 

The  article  “XML’s 
Dirty  Secret”  had  a 
catchy  title,  but  I  ex¬ 
pected  more  [QuickLink: 
29535].  Having  metadata 
within  the  data  structure 
doesn’t  necessarily  make 
XML  more  vulnerable  than 
any  other  data  format.  Any 
data  structure  will  be 
cracked  sooner  or  later  be¬ 
cause  no  structure  is  meant 
to  protect  the  data  in  the 
first  place.  Other  techniques 
are  needed  for  this  kind  of 
task,  such  as  XML  signature 
or  XML  encryption.  You  are 
right  that  we  need  to  be 
more  aware  of  the  security 
of  data,  but  this  applies  to  all 
kinds  of  data. 

Yuhong  Guo 
Software  engineer 
infiNet  Solutions 
Buffalo  Grove,  III. 
yguo@infinet-inc.com 

iven  the  processing 
power  needed  to 
scan  and  select  fields 
for  encryption,  the  cost  and 
complexity  of  administra¬ 
tion  and  the  likelihood  that 
administrators  will  forget  to 
mark  important  fields  for 


encryption,  I  believe  that  the 
solution  in  the  story  “XML’s 
Dirty  Secret”  falls  into  the 
typical  pitfall  of  security  de¬ 
signers,  making  security  too 
granular. 

Ray  Hooker 
Durham,  N.C. 


Counting  Downer 

I’M  A  SECOND-YEAR  CIS 
student.  So  far,  I’ve  taken 
and,  like  a  Bataan  Death 
March  survivor,  endured 
only  one  accounting  class. 
Unfortunately,  Patricia 
Keefe’s  editorial  “Counting 
Is  King”  [QuickLink:  30031] 
made  sense. 

Mike  Johnson 
Tacoma,  Wash. 
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KNOWLEDGE  CENTER  E-BUSINESS 


EDITOR’S  NOTE 

Give  the  folks  at  Master  Lock 
Co.  some  credit.  While  other 
companies  ran  around  with  their 
hair  on  fire  in  the  late  1990s  — 
pouring  millions  of  dollars  into 
dot-com  spin-offs  —  Master  Lock  ignored 
the  hype  (see  page  37).  First,  it  got  its 
house  in  order  by  fixing  its  supply  chain 
system.  And  now  it’s  finally  ready  to  delve 
into  e-commerce  —  at  a  slow,  methodical 
pace.  Executives  were  determined  to  do  it 
right  the  first  time.  What  a  concept. 

Milwaukee-based  Master  Lock  and  oth¬ 
er  slowpokes  have  the  advantage  of  learn¬ 
ing  from  the  mistakes  of  the  hair-on-fire 
crowd  and  of  working  with  more  mature 
(and  cheaper)  software. 

Obviously,  not  every  company  can  take 
this  late-to-market  approach.  Some  fast- 
moving  industries  really  had  to  be  early 
adopters  of  online  commerce.  But  each 
business  takes  a  different  approach.  Ikea 
International,  the  Denmark-based  home- 
furnishings  retailer,  still  doesn’t  take 
orders  at  Ikea.com  because  the  ROI  just 
isn’t  there  [QuickLink:  29720], 

E-commerce  isn’t  glamorous  or  new  or 
unique  anymore  —  and  that’s  good.  Now 
the  focus  is  on  basic  business  principles 
such  as  back-office  integration  (so  you  can 
tell  the  customer  what’s  really  in  stock) 
and  ROI  and  building  trust.  It’s  just  plain 
commerce  —  another  channel  to  reach 
customers,  dealers  and  suppliers. 

Someday  we’ll  be  able  to  ditch  jargon 
like  B2C,  e-CRM  and  B2B  because  those 
terms  will  blend  together  as  e-business,  a 
word  covering  all  the  electronic  methods 
of  doing  business.  And  then  the  e  will  fall 
off,  too.  After  all,  we  don’t  say  phone-busi¬ 
ness  or  handshake-business  or  store-busi¬ 
ness.  It’s  just  business,  all  of  it  made  possi¬ 
ble  or  enhanced  by  technology.  > 


Mitch  Betts  (mitch__betts@computerworld. 
com)  is  director  of  Computerworld’s  Knowl¬ 
edge  Centers. 


KNOWLEDGE  CENTERS  ONLINE 
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At  Home's  cable  TV  network  offers  limited-duration  specials  on  its  Web  site 
when  phone  lines  are  jammed. 

Scalability:  IBM's  Willy  Chiu  discusses  the  needs  of  high-volume  Web  sites. 
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After  boom  and  bust,  the  emphasis  now 
is  on  back-office  integration,  usability, 
ROI  and  building  trust. 
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IN  a  broad  sense,  electronic  com¬ 
merce  —  doing  business  by  send¬ 
ing  messages  across  a  network  — 
is  almost  a  century  old.  In  1910, 

15  florists  banded  together  to  ex¬ 
change  out-of-town  orders  for  flower 
arrangements.  Their  Florists’  Tele¬ 
graph  Delivery  group,  now  FTD  Inc., 
may  have  been  the  first  real  e-com¬ 
merce  network. 

But  for  e-commerce  that  links  com¬ 
puters,  one  key  requirement  is  standard¬ 
ized  business  documents,  so  computers 
on  each  end  of  the  wire  can  understand 
each  other.  That  has  its  roots  in  June 
1948,  when  the  Soviet  Union  —  which 
controlled  eastern  Germany  —  cut  off 
road,  rail  and  barge  access  between 
western  Germany  and  the  parts  of  Berlin 
that  were  controlled  by  the  U.S.,  Eng¬ 
land  and  France  after  World  War  II. 

The  result  was  the  Berlin  Airlift. 
During  the  next  13  months,  more  than 
2  million  tons  of  food  and  other  sup¬ 
plies  were  flown  into  West  Berlin  by 
air.  But  tracking  the  cargo,  which  had 
to  be  loaded  and  unloaded  at  top 
speed,  was  next  to  impossible  with 
shipping  manifests  in  different  forms 
and,  sometimes,  different  languages. 

To  solve  the  problem,  U.S.  Army 
Master  Sgt.  Edward  A.  Guilbert  and 
other  logistics  officers  developed  a 
standard  manifest  system  that  could  be 
transmitted  by  telex,  radio-teletype  or 
telephone.  They  tracked  thousands  of 
tons  of  cargo  per  day  until  the  roads  to 
Berlin  were  reopened  in  1949. 

Guilbert  didn’t  forget  the  value  of 
standard  manifests.  In  the  early  1960s, 
while  working  for  Du  Pont  Co.,  he  de¬ 
veloped  a  standard  set  of  electronic 
messages  for  sending  cargo  informa¬ 
tion  between  Du  Pont  and  a  carrier, 
Chemical  Leahman  Tank  Lines.  In  1965, 
Holland-America  Steamship  Line  be- 


The  Story 
So  Far 

FTD’s  flowers-by-wire  network 
planted  the  seeds  of  e-commerce 
a  century  ago.  By  Frank  Flayes 


gan  sending  trans-Atlantic  shipping 
manifests  as  telex  messages  that  were 
then  converted  into  paper  tape  and  in¬ 
put  into  the  company’s  computers. 

By  1968,  so  many  railroads,  airlines, 
truckers  and  ocean  shipping  compa¬ 
nies  were  using  electronic  manifests 
that  they  formed  the  Transportation 
Data  Coordinating  Committee 
(TDCC)  to  create  cross-industry  stan¬ 
dards  - —  and  in  1975,  the  TDCC  pub¬ 
lished  its  first  electronic  data  inter¬ 
change  (EDI)  specifications. 

The  grocery  and  food  industry  be¬ 
gan  an  EDI  pilot  project  in  1977.  By  the 
early  1980s,  Ford  Motor  Co.  and  Gener¬ 
al  Motors  Corp.  required  their  suppli¬ 
ers  to  use  EDI.  Big  retailers  such  as 
Sears,  Roebuck  and  Co.  and  Kmart 
Corp.  also  demanded  EDI. 

But  while  EDI  saved  large  customers 
money  by  doing  away  with  all  that  pa¬ 
per,  EDI  was  expensive  for  suppliers.  It 
required  using  costly  software  and 
value-added  networks  (VAN)  —  and 


often  a  different  EDI  system  for  each 
big  customer  since  no  one  used  exactly 
the  same  subset  of  EDI  standards.  But 
if  a  huge  customer  demanded  EDI,  the 
choice  was  simple:  No  EDI,  no  sale. 

By  1991,  about  12,000  U.S.  businesses 
were  using  EDI.  That  was  also  the  year 
the  U.S.  government  lifted  restrictions 
on  commercial  use  of  the  Internet,  and 
the  year  Tim  Berners-Lee  at  the  Swiss 
research  lab  CERN  created  the  first  Web 
browser.  A  new  kind  of  e-commerce  — 
business  to  consumer,  on  the  World 


1991:  The  National 


Wide  Web  —  was  about  to  explode. 

In  1994,  the  Netscape  Navigator  Web 
browser  included  support  for  “cook¬ 
ies,”  tiny  data  files  stored  on  a  user’s 
computer  that  made  it  practical  to  cre¬ 
ate  Web  stores  and  identify  customers, 
collect  data  about  them  and  personal¬ 
ize  sales  pitches  to  them. 

Moving  Online 

While  new  online  superstores  such 
as  Amazon.com  Inc.  sold  products  on¬ 
line  at  bargain  prices  and  without 
keeping  goods  in  stock,  existing  brick- 
and-mortar  businesses  frantically 
worked  to  build  their  own  presences 
on  the  Web.  An  entire  infrastructure 
grew  up  to  support  the  dot-coms:  Unit¬ 
ed  Parcel  Service  Inc.  and  FedEx  Corp. 
handled  shipping,  third-party  compa¬ 
nies  offered  credit-card  processing, 
and  electronic  cash  systems,  and 
American  Express  Co.  even  launched 
Blue,  a  “smart  card”  designed  specifi¬ 
cally  for  online  shopping. 

The  Internet  was  revolutionizing 
business-to-business  e-commerce,  too. 
EDI  across  the  Internet  was  much 
cheaper  than  VANs,  and  big  EDI  users 
were  developing  their  own  online  ex¬ 
changes  based  on  Web-like  markup 
languages  instead  of  rigid  EDI  docu¬ 
ments.  In  2001,  a  version  of  XML  de¬ 
signed  for  electronic  business,  dubbed 
ebXML,  was  offi¬ 
cially  standardized, 
and  user  groups 
today  are  working 
to  merge  the  best 
elements  of  EDI 
and  ebXML  to 
make  e-commerce 
even  more  friction¬ 
less. 

And  now,  on 
with  the  story ...  I 


◄  Early  1960s:  Edward 
A.  Guilbert  develops  EDI- 
like  messages  for  sending 
cargo  information  between 
Du  Pont  and  Chemical 
Leahman  Tank  Lines. 


1977:  The  grocery 
and  food  industry 
launches  a  pilot 
EDI  project. 


Science  Founda¬ 
tion  lifts  restric¬ 
tions  on  commer¬ 
cial  use  of  the 
Internet. 


◄  1995:  Amazon.com, 
led  by  Jeff  Bezos, 
launches  an  online  store 
for  books  and  music. 
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1965:  Holland-America 
Steamship  Line  sends  ship¬ 
ping  manifests  as  telex  mes¬ 
sages  that  are  automatically 
converted  into  computer  data. 


1968:  The  Transportation  Data 
Coordinating  Committee  is  formed 
to  merge  industry-specific  manifest 
standards  for  the  air,  motor,  ocean 
and  rail  transportation  industries. 


1982:  GM  and 
Ford  mandate 
EDI  for  suppliers. 


1994:  Netscape 
Navigator  1.0  intro 
duces  “cookies.” 


1999:  American  Express  in¬ 
troduces  Blue,  a  smart  card 
with  integrated  Web  payment 
and  online  wallet,  and  gives 
away  card-reader  peripherals. 


2000:  The  Big  Three  2001:  The 

U.S.  automakers  (Ford,  ebXML  1.0 

GM  and  DaimlerChrysler)  standard  is 

form  the  Covisint  B2B  approved, 

exchange. 


a.k.a 


also  known  as  /  abbrev:  a.k.a. 

Whatever  you  call  it,  security  —  a.k.a.  encryption,  a.k.a.  business  continuity,  a.k.a.  intrusion  detection, 
a.k.a.  firewall  availability,  a.k.a.  IP  VPN  management  —  is  enough  to  keep  you  up  at  night. 

We  know  security 

Fortunately,  we've  got  one  of  the  largest  groups  of  certified  Security  Specialists  in  the  industry,  working 
to  provide  user  authentication,  network  intrusion  protection  and  IP  VPN  management  services.  Our  Sprint 
E|Solutionsm  Centers  can  provide  a  100%  dual-site  availability  SLA  and  firewall  availability  24x7x365.  We 
deliver  secure,  dedicated,  worldwide  Internet  connections  —  including  DSL,  Dial  and  wireless  access.  In 
short,  Sprint  is  known  industry-wide  as  a  leading  provider  of  comprehensive  and  flexible  security  solutions. 

We  know  reliability 

But  we  know  security  without  reliability  is  also  known  as  insecurity.  The  fact  is,  we're  in  the  network 
business  for  the  long  haul,  and  we  understand  how  important  it  is  to  you  that  everything  runs  smoothly.  So 
rest  easy  knowing  that  Sprint's  long  distance  network  had  the  fewest  FCC-reportable  outages  of  the  top  three 
major  competitors  for  the  sixth  straight  year.  And  with  the  latest  innovative  technology,  we  can  help  you  bring 
IP  flexibility  to  Frame  Relay  and  Frame  Relay  security  to  IP.  Also  known  as  a  little  peace  of  mind. 

Secure  solutions  when  you  want  them,  how  you  want  them  —  another  sign  of  an  intelligent  network  and  the 
people  who  make  it  work  (for  you). 


To  access  our  library  of  downloadable  white  papers,  visit  the  Sprint  Internet 
answer  portal,  a.k.a.  sprint.com/whitepapers/12  or  call  1-877-604-1843. 


Sprint, 
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What  lies  ahead  for 
Web  merchants? 
Advanced  search, 
3-D  images,  real¬ 
time  inventory  — 
and  credibility. 

By  Gary  H.  Anthes 

They  are  mostly  gone 
now,  those  early  on¬ 
line  retailers.  They  be¬ 
lieved  profits  didn’t 
matter.  They  saw  ad¬ 
vanced  technology  as 
the  silver  bullet.  And 
their  business  plans 
ran  to  just  six  words: 
“Build  it,  and  they  will  come.” 

Now,  the  dot-com  survivors  say  there’s 
a  new  focus  on  basics,  such  as  how  to 
attract  customers  to  a  site  once  it’s  been 
built  and  how  to  make  them  happy 
there.  There’s  a  big  push  to  integrate 
Web  sites  with  back-end  systems  and 
brick-and-mortar  retail  operations.  And, 
yes,  there’s  still  a  drive  toward  the  latest 
technologies,  such  as  wireless,  3-D  and 
Web  site  personalization. 

“The  first  use  of  a  new  technology  is 
always  imitation  of  the  old,”  says 
Michael  Shamos,  co-director  of  the  In¬ 
stitute  for  eCommerce  at  Carnegie 
Mellon  University  in  Pittsburgh.  “So 
what  we  see  in  e-tailing  is  the  first 
thing  you  do  with  your  Web  site  is 
replicate  your  catalog.” 

Although  understandable,  that’s  a 
huge  mistake  because  an  online  cata¬ 
log  is  harder  to  use  than  a  paper  one, 
Shamos  says.  “A  catalog  can’t  ask  you 
questions.  So  what  Web  sites  are  gen¬ 
erally  terrible  at  is  eliciting  consumer 
needs,”  he  says. 


But  the  best  sites  are  moving  far  be¬ 
yond  cataloglike  presentations.  A  year 
ago,  Shamos  asked  his  e-commerce 
graduate  students  to  see  how  many 
Web  pages  they  had  to  traverse  on  Del¬ 
ray  Beach,  Fla.-based  Office  Depot 
Inc.’s  Web  site  to  find  the  heaviest- 
duty  stapler  offered.  Results  ranged 
from  23  to  56  pages. 

But  now  you  can  get  the  answer  (a 
$70  behemoth  that  will  staple  210  sheets 
at  once)  in  just  five  clicks.  “They  now 
have  a  beautiful  new  interface  I  haven’t 
seen  anywhere  else,”  Shamos  says.  The 
advanced  “search  by  attributes”  option 
lets  you  select  and  search  product 
characteristics.  There  are  23  listed  for 
staplers,  such  as  color,  staple  size,  grip 
material,  sheet  capacity  and  warranty. 

Another  e-retailer  that  Shamos  says 
heralds  the  future  is  Lands’  End  Inc.  in 
Dodgeville,  Wis.  The  online  clothing 
store  allows  shoppers  to  build  virtual 
models  of  themselves  and  then  use  the 
models  to  try  on  and  display  clothing. 
Lands’  End  buys  the  modeling  service 
from  Montreal-based  My  Virtual  Mod¬ 
el  Inc.,  which  stores  a  shopper’s  model 
and  lets  him  use  it  at  a  number  of 
clothing  Web  sites.  The  next  step,  which 
Shamos  says  is  the  subject  of  research  at 
Carnegie  Mellon  and  elsewhere,  will  be 
true  3-D  images  of  models  and  products. 

Much  research  is  going  into  how  to 
make  online  sites  more  trusted,  and  the 
answer  doesn’t  lie  in  fancy  technology. 
In  a  recent  survey  by  Yonkers,  N.Y.- 
based  Consumers  Union,  only  29%  of 
1,500  U.S.  Internet  users  polled  said 
they  trust  Web  merchants,  far  fewer 
than  those  who  trust  off-line  retailers. 

The  Web  Credibility  Project  at  Stan¬ 
ford  University  is  trying  to  identify 
what  factors  make  a  Web  site  trusted 
and  respected.  A  few  Web  sites,  such  as 
Amazon.com  and  The  New  York  Times 
site,  are  “reaching  the  ceiling  in  terms 
of  credibility,”  but  most  could  do  sub¬ 
stantially  better,  says  B.J.  Fogg,  director 
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LANDS’  END  lets  online  shoppers 
build  virtual  models  of  themselves 
so  they  can  see  how  they  would 
look  in  various  outfits.  The 
capability  is  provided  trans¬ 
parently  by  a  third  party. 
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With  My  Virtual  Model,  you  can  try  Lands'  End  clothing  on  a  model 
that's  practically  a  mirror  image  of  yourself.  Business  suits  to 
bathrobes,  let  your  model  try  it  on  before  you  buy.  All  without  even 
setting  foot  in  a  dressing  room. 


Try  model  for  Women) 


Try  model  for  Men 


of  the  Persuasive  Technology  Labora¬ 
tory  at  Stanford.  Factors  that  decrease 
credibility  include  typos,  broken  links, 
a  Web  counter  showing  only  a  few  thou¬ 
sand  hits  and  text  that’s  too  small. 

Attention  to  these  things  will  be¬ 
come  increasingly  important  as  the 
population  becomes  more  sophisticat¬ 
ed  online,  Fogg  says.  “We’ve  found  that 


little  things  have  surprisingly  large 
consequences  in  terms  of  credibility,” 
he  says.  “For  example,  that  little  copy¬ 
right  notice  on  the  bottom  of  the  page. 
Flow  many  Web  sites  still  have  2001  or 
2000  there?  Details  matter.” 

Fogg  says  high-tech  features  some¬ 
times  backfire.  “A  few  years  ago,  anima¬ 
tion  was  a  great  gee-whiz  kind  of  tech- 
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Goodbye 
To  Wires 

Ideally,  a  Web  site  that  tries  to  sell 
something  should  have  the  audio 
and  visual  appeal  of  a  salesperson, 
says  Carnegie  Mellon’s  Michael 
Shamos.  The  trouble  is,  few  home 
Internet  connections  have  enough 
bandwidth  to  make  that  possible. 

But  wireless  communication 
based  on  the  802,11  standard  will 
change  that,  he  predicts.  “If  I  can 
send  11M  bit/sec.  or  50M  bit/sec. 
into  your  house  through  802.11, 
now  I  can  give  you  unbelievable 
multimedia  content,”  Shamos  says. 
“I  foresee  Web  sites  where  you  ac¬ 
tually  get  sold  to,  and  if  you  don’t 
like  that  you  can  press  a  button  that 
says,  ‘No,  I  prefer  text.’  ” 

Wireless  will  transform  e-retailing 
by  blurring  the  distinction  between 
virtual  and  physical  stores,  says  Cap 
Gemini’s  John  M.  Jordan.  “What  if 
you  could  see  the  store  layout  on 
the  shopping  cart,  and  it’s  the  same 
layout  you  see  on  your  desktop?  So 
I  have  my  Palm  Pilot  at  the  store 
ready  with  my  shopping  list,  and  I 
say  to  ship  certain  things  to  me  be¬ 
cause  they  are  not  in  stock,  or  I  don’t 
want  to  pick  them  up.  Wireless  can 
make  this  really  seamless.” 

Jordan  says  shoppers  might 
roam  a  store  armed  with  a  wireless 
bar-code  scanner  attached  to  a 
personal  digital  assistant,  selecting 
items  for  home  delivery  by  the 
store.  “It’s  a  fuzzy  hybrid,”  he  says. 
“My  order  is  going  in  over  IP,  but 
I'm  not  at  a  Web  browser.  That’s 
why  wireless  is  so  exciting.” 

-  Gary  H.  Anthes 


nology,  but  from  a  consumer  standpoint, 
there’s  been  a  backlash,”  he  says.  “Our 
research  has  shown  that  an  animated 
[graphic]  will  hurt  your  credibility.” 

John  M.  Jordan,  a  principal  at  Cap 
Gemini  Ernst  &  Young  Group  in  Cam¬ 
bridge,  Mass.,  says  the  major  develop¬ 
ment  activity  for  many  Web  retailers 
during  the  next  two  years  will  be  inte¬ 
grating  online  operations  with  back¬ 
end  systems  and  off-line  sales  chan¬ 
nels.  “The  integration  challenge  is  hit¬ 
ting  a  lot  of  people,”  he  says.  “Even 
some  of  the  largest  and  most  advanced 
online  retailers  have  a  lot  of  duct  tape 
behind  the  scenes.” 

Instead  of  duct  tape,  Martha  Stewart 
Living  Omnimedia  Inc.  in  New  York 
used  Consumer  Commerce  Suite  from 
Art  Technology  Group  Inc.  in  Cam¬ 
bridge,  Mass.,  to  tie  together  its  four 
major  businesses.  “We  built  a  data 
mart  for  all  the  information  about  our 
customers  from  magazine  subscrip¬ 
tions,  television  viewers,  buyers  of  our 
books  and  people  ordering  through 
catalogs,”  says  Raffaele  Pisacane,  vice 
president  of  Internet  development  at 
Martha  Stewart.  “We  integrated  this 
into  a  single  view,  and  we  leverage  it 
through  our  Internet  channel.” 

For  example,  Pisacane  says,  Martha 
Stewart’s  online  system  can  generate 
e-mails  to  people  whose  magazine  sub¬ 
scriptions  are  about  to  expire,  or  it  can 
flash  an  expiration  warning  to  a  sub¬ 
scriber  who  happens  to  be  shopping  or 
looking  for  information  online. 

Secaucus,  N.J.-based  Matsushita 
Electric  Corp.  of  America  has  an  even 
tougher  integration  challenge:  how  to 
tie  its  Panasonic  Web  site  to  the  inven¬ 
tory  systems  of  the  retail  chains  that 
sell  Panasonic  gear.  “If  your  Web  site 
sends  someone  to  a  dealer  down  the 
street  that  doesn’t  have  the  model  they 
are  looking  for,  they’ll  buy  something 
from  someone  else,”  says  Tom  Popp, 
eBusiness  applications  manager. 
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MARTHA  STEWART’S  Web  site  taps  into  a  warehouse  of  data  on  the  company’s  TV  viewers, 
book  buyers,  magazine  subscribers  and  catalog  shoppers  and  ties  it  all  together  online. 


The  Panasonic  Web  site  now  lists 
those  stores  that  have  received  a  ship¬ 
ment  of  the  requested  item  within  the 
past  two  weeks.  “That’s  about  as  close 
as  we  can  get  right  now,”  Popp  says. 
Developing  a  real-time  online  invento¬ 
ry  capability  for  a  dozen  major  retail 


Tips  of  the  (E-Retail)  Trade 


■  Make  your  Web  site  more  than  an 
online  catalog. 

m  Think  about  credibility.  Details 
count. 

m  Develop  links  to  off-line  systems 
such  as  inventory. 

m  Integrate  information  from  all  your 
sales  channels. 

m  Develop  more  powerful  search 
capabilities. 

a  Investigate  wireless  applications. 

s  Think  about  a  move  to  open 
standards. 


chains  is  one  of  two  major  projects  un¬ 
der  way  at  Panasonic  now,  he  says. 

When  wine  seller  NextWine  LLC  in 
Napa,  Calif.,  built  its  e-commerce  site 
two  years  ago  using  IBM’s  WebSphere 
Commerce  software,  it  insisted  on  pro¬ 
viding  real-time  inventory  views  to  its 
shoppers,  even  though  few  online  re¬ 
tailers  did  that.  But  at  the  time,  Next- 
Wine  couldn’t  afford  an  automated  in¬ 
ventory  system,  so  it  manually  posted 
stock  balances  on  some  5,000  items  to 
the  Web  site  so  that  the  site  always 
showed  current  stock  on  hand. 

But  the  company  recently  migrated 
from  the  Windows  NT  version  of  Web¬ 
Sphere  to  the  Linux  version.  NextWine 
President  Dain  Dunston  says  Linux 
and  other  open  standards  such  as  XML 
made  it  easy  to  interface  the  Web  site 
to  a  new  automated  inventory  system. 

The  inventory  system  will  automati¬ 
cally  post  XML-compliant  inventory 
updates  every  10  minutes  to  the  Web 
site  using  a  very  simple  interface,  Dun¬ 
ston  says.  “Because  it’s  an  open  system, 
we  were  able  to  do  this  for  an  extraor¬ 
dinarily  low  cost,”  he  says. 

A  few  of  IBM’s  e-commerce  cus¬ 
tomers  use  Linux,  “but  we  are  getting 
much  larger  demand  going  forward,” 
says  Bart  Lautenbach,  IBM’s  director 
of  WebSphere  Commerce  software.  He 
says  small  companies  are  attracted  to 
the  low  cost  of  integrating  standards- 
based  systems,  while  larger  companies 
especially  like  the  scalability  of  Linux.  » 


SHOPPERS'  WORLD 


An  IT  exec  at  TV  shopping  cnannel  QVC  Inc  discusses 
the  ups  and  downs  ol  online  shopping  technology. 

QuickLink:  30027 
www.computerworld.com 


software 


e-business.  It’s  the  only  game  in  town.  And  downtime  means  losing  profits  and  opportunities,  so  you 
can’t  let  it  happen.  IBM  Tivoli  software  lets  you  predict  the  business  impact  of  the  technology  you’re 
responsible  for,  so  that  you  can  make  smarter  decisions  today  Tivoli.  Part  of  our  winning  software  team, 
along  with  DB2?  Lotus*  and  WebSphere*  To  find  out  more  view  our  Webcast  at  ibm.com/tivoli/smarter 


IN  THIS  GAME,  THERE 


CAN  BE  NO  TIMEOUTS. 


NO  DELAYS.  NO  STOPPAGE 


(e)  business  is  the  game.  Play  to  win? 


IBM,  DB2,  Lotus,  Tivoli,  WebSphere,  the  e-business  logo  and  e-business  is  the  game.  Play  to  win  are  registered  trademarks  or  trademarks 
of  International  Business  Machines  Corporation  in  the  United  States  andtor  other  countries.  ©2002  IBM  Corporation.  All  rights  reserved 


The  biggest  WebSphere  software  fans  aren’t  just  the  analysts  or  critics.  They’re  the  people  who 
actually  use  it.  According  to  a  recent  survey  more  CIOs  plan  to  standardize  on  WebSphere 
than  any  other  infrastructure  software.  WebSphere.  Part  of  our  winning  software  team,  along 
with  DB2."  Lotus1  and  Tivoli® Get  tips  from  our  playbook  at  ibm.com/websphere/fans 


(e)  business  is  the  game.  Play  to  win .  “ 


IBM.  DB2.  Lotus.  Tivoli.  WebSphere,  the  e-business  logo  and  e-business  is  the  game.  Play  to  win  are  registered  trademarks 
of  International  Business  Machines  Corporation  in  the  United  States'/andiOr  other  countries.  5)2002.  IBM  Corporation  All  ri 


KNOWLEDGE  CENTER  E-BUSINESS 


COMPUTERWORLD  June  17, 2002 


Users  are  turning  to  new  services 
to  make  sure  they’re  dealing  with 
trustworthy  businesses  for  online 
transactions.  By  Bob  Violino 


The  need  to  trust  business 
partners  is  nothing  new.  For 
many  years,  financial  services 
and  credit-rating  firms  have 
provided  services  to  check 
credit,  hold  monies  in  escrow  or  deter¬ 
mine  the  long-term  financial  viability 
of  businesses. 

But  establishing  trust  is  different 
when  buying  and  selling  is  conducted 
over  the  Internet.  How  do  you  know 
you’re  dealing  with  a  legitimate  busi¬ 
ness  that  will  pay  its  bills,  especially 
given  that  online  transactions  are 
performed  with  little  human  interven¬ 
tion?  And  how  do  you  know  that  an 
electronic  transaction  is  secure  and 
that  the  trading  partners  at  the  other 
end  are  who  they  say  they  are? 

Concerns  about  trust  have  kept  many 
companies  from  taking  part  in  or  ex¬ 
panding  their  online  business-to- 
business  trade.  In  a  survey  of  60  pro¬ 
curement  agents  at  U.S.  companies 
conducted  by  New  York-based  Jupiter 
Media  Metrix  Inc.  last  year,  45%  of  the 
agents  said  a  lack  of  trust  prevented 
them  from  buying  goods  and  trading 
online  more  frequently. 

“In  the  online  world,  establishing 
trust  with  your  trading  partner  is  im¬ 
portant;  it’s  an  issue  that  can’t  be  ig¬ 
nored  by  either  buyers  or  sellers,”  says 
Carol  Rozwell,  an  analyst  at  Gartner 
Inc.  in  Stamford,  Conn. 

“In  many  cases,  companies  expect 
more  stringent  requirements  from  on¬ 
line  partners  than  from  off-line  part¬ 
ners.  We  saw  that  even  in  the  early 
days  of  [electronic  data  interchange],” 
Rozwell  says.  “There  are  concerns  for 
both  trading  parties  about  confiden¬ 
tiality  and  making  sure  there’s  a 
nondisputable  and  auditable  trail  of 
transactions.” 

Business-to-business  buyers  worry 
that  they  won’t  get  quality  products 


delivered  from  a  licensed  vendor  in 
the  right  quantity,  at  the  right  time  and 
at  the  right  price.  For  sellers,  the  wor¬ 
ries  include  getting  paid  on  time  —  or 
at  all  —  and  extending  credit  to  un¬ 
worthy  buyers. 

Technology  and  business  managers 
are  attacking  the  trust  problem  in  a 
number  of  ways,  using  tools  such  as 
automated  credit-checking  applica¬ 
tions  and  online  trust  services  to  de¬ 
termine  the  credibility  of  trading  part¬ 
ners.  They’re  also  using  the  latest  se¬ 
curity  technology  to  ensure  that  trans¬ 
actions  are  safe. 

Transportation  and  supply  chain 
management  company  Ryder  System 
Inc.  is  using  Instant  Decision  software 
from  eCredit.com  Inc.  in  Dedham, 
Mass.,  to  automate  the  process  of 
checking  a  company’s  credit.  John  Ale¬ 
man,  senior  director  of  application 
strategy  and  development  at  Miami- 
based  Ryder,  says  the  company  uses 
the  product  to  evaluate  the  credit  and 
payment  history  of  customers  for  its 
vehicle-leasing  and  logistics  services. 

Using  data  gathered  by  the  credit- 
analysis  software,  Ryder  assigns  a 
credit  score,  ranging  from  one  for 
very  low  risk  to  five  for  high  risk.  In¬ 
stant  Decision  incorporates  existing 
customers’  actual  Ryder  payment 
histories. 

Ryder  bases  pricing  of  its  services 
on  the  credit  score,  so  a  high-risk  cus¬ 
tomer  would  pay  more  for  a  particular 
service  than  a  low-risk  company,  Ale¬ 
man  says. 

“The  high-risk  customers  may  go 
elsewhere  if  the  price  is  not  seen  as 
competitive,  but  that’s  to  our  advan¬ 
tage,”  she  says.  “We  are  encouraging 
poor-credit  customers  to  share  the 
[risk]  burden  with  us.” 

Aleman  says  Ryder,  which  has  some 
14,000  customers  worldwide,  expects 
increased  annual  revenue  of  $6  million 
to  $10  million  because  of  the  credit¬ 
scoring  application.  How?  By  getting 
more  revenue  from  the  higher-priced 
services  for  high-risk  customers,  and 
by  freeing  salespeople  from  pursuing 
prospects  that  won’t  be  able  to  pay. 

The  company  has  safeguards  to  en¬ 
sure  that  it’s  dealing  with  ethical,  reli¬ 
able  suppliers.  Only  those  suppliers 
that  Ryder  has  used  and  trusted  for 
some  time  are  placed  on  its  Ryder- 
FleetProducts.com  Web  site,  which  is 
used  internally  for  procuring  parts  for 
trucks.  Ryder  ships  all  of  the  products 
itself  to  ensure  that  the  right  products 
are  delivered  on  time  and  in  the  right 
quantity.  And  the  company  has  estab¬ 
lished  metrics  to  measure  the  perfor- 
Continued  on  page  35 
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Building 
B2B  Trust 

Continued  from  page  32 

mance  of  its  suppliers  in  terms  of 
product  quality  and  timeliness. 

To  keep  its  online  business-to-busi- 
ness  transactions  secure,  Ryder  uses 
digital  certificates  and  authentication 
software  to  verify  customer  identities, 
as  well  as  public-key  infrastructure 
and  encryption  to  protect  the  integrity 
of  the  transactions. 

Air  Products  and  Chemicals  Inc., 
like  many  chemicals  companies,  does 
most  of  its  buying  and  selling  from 
customers  and  suppliers  it’s  been  deal¬ 
ing  with  for  years  or  even  decades. 

Before  sending  any  new  customers 
a  product,  however,  Allentown,  Pa.- 
based  Air  Products  sets  up  a  customer 
profile,  which  triggers  checks  of  the 
customer’s  financial  qualifications, 
says  Stefanie  Wexler,  e-business  ven¬ 
ture  manager.  These  profiles  are  creat¬ 
ed  using  a  combination  of  legacy  sys¬ 
tems,  but  the  company  plans  to  move 
this  process  to  a  customer  relationship 
management  tool  in  the  future,  a 
spokesman  says. 

For  electronic  trading  with  cus- 

Trading 
With  Trust 

■  Do  the  necessary  background 
checks  to  ensure  that  prospective  cus¬ 
tomers  are  legitimate  businesses  and 
that  they  are  a  good  credit  risk. 

■  Combine  external  credit-rating  ser¬ 
vices  with  your  customers’  histories  of 
payments  for  products  and  services. 

*  Encrypt  all  data  in  an  online  transac¬ 
tion,  and  make  sure  all  trading  partners 
use  adequate  encryption  technology. 

■  Use  authentication  and  digital  signa¬ 
ture  technology  to  verify  the  identity  of 
trading  partners. 

■  Consider  using  a  reliable,  secure  in¬ 
dustry  exchange  for  procuring  goods 
and  services. 

■  Create  a  Web  trading  portal  that  al¬ 
lows  only  registered  customers  access 
to  trading  applications  and  information. 


tomers,  Air  Products  uses  either  its 
own  APDirect  trading  portal  or  online 
trading  hubs  such  as  Wayne,  Pa.-based 
Elemica  Inc.  With  APDirect,  only  reg¬ 
istered  customers  have  access  to  trans¬ 
actional  applications  and  information. 

Other  firms  are  using  Web-based 
tools  to  validate  their  trading  partners. 
Freightquote.com,  a  Lenexa,  Kan.- 
based  provider  of  online  freight  man¬ 
agement  services,  is  using  D&B  Global 
DecisionMaker  from  The  Dun  &  Brad- 
street  Corp.  in  Murray  Hill,  N.J.  Corpo¬ 
rate  users  access  the  Global  Decision- 
Maker  Web  site  for  real-time  recom¬ 
mendations  on  whether  to  grant  credit. 

When  a  new  customer  enrolls  on 
the  company’s  site  to  place  an  order, 
Freightquote.com  connects  via  the 
Web  to  the  Global  DecisionMaker  site 
and  gathers  information  before  setting 
a  credit  limit,  which  is  based  on  the 
customer’s  financial  profile  and  pay¬ 
ment  history  for  shipping  services.  If 
the  company  is  a  poor  risk,  it  must  pay 
in  advance  by  credit  card. 

Saving  Time  and  Peace  of  Mind 

Freightquote  runs  checks  on  about 
30  business-to-business  customers  per 
day,  says  Yolanda  Howard,  financial 
project  manager  at  Freightquote.com. 

“Before  we  used  this  system,  we  ba¬ 
sically  had  an  arbitrary  way  of  defining 
credit  limits,”  Howard  says.  “Now 
we’re  learning  more  about  our  cus¬ 
tomers  and  extending  credit  to  those 
that  are  worthy  and  eliminating  those 
that  are  poor  risks.  The  main  goal  is  to 
eliminate  bad  debt.”  Previously,  the 
company  had  a  time-consuming  collec¬ 
tions  process  for  poor-credit  cus¬ 
tomers,  she  says. 

Phillips  Petroleum  Co.  in  Bartles¬ 
ville,  Okla.,  in  another  company  that’s 
handling  the  trust  issue  by  trading  ex¬ 
clusively  with  partners  it  has  had  for 
years.  “Because  of  that,  there’s  already 
a  built-in  trust,”  says  Del  Clark,  manag¬ 
er  of  IT  exploitation  at  Phillips. 

“We  already  have  an  ongoing  rela¬ 
tionship  with  the  customers  and  sup¬ 
pliers  we  do  business  with  on  the  In¬ 
ternet,  so  trust  is  not  really  an  issue,” 
says  Kirk  Drummond,  CIO  at  Sysco 
Corp.,  a  Houston-based  distributor  of 
food  products. 

“Our  sales  and  marketing  people 
qualify  all  new  customers  by  doing  the 
necessary  credit  reviews,”  Drummond 
says.  “After  they’ve  been  approved,  we 


LOCKED  GATES 

Users  turn  to  online  exchanges  as  “gated  communities" 
of  trusted  partners. 
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make  our  order-entry  systems  avail¬ 
able  on  the  Internet.  We  do  the  same 
with  suppliers.” 

Whether  they  check  out  trading 
partners  the  old-fashioned  way  or  by 
using  new  online  tools,  many  man¬ 


agers  agree:  There’s  too  much  at  stake 
to  take  business-to-business  trust  for 
granted.  > 


Violino  is  a  freelance  writer  in  Massape- 
qua  Park,  N.Y. 
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KEVIN  FOGARTY 

E-Future  Lies  in 
The  Back  Office 


For  the  past  few  weeks,  Eve  been 

searching  for  an  image,  a  nuance,  a  break¬ 
through  —  anything  that  would  give  me 
an  indication  of  what  the  next  generation 
of  e-business  is  really  going  to  look  like. 

I  eventually  came  to  the  conclusion  that  there 
won’t  be  a  next  generation  of  e-business.  Not  as 
such,  anyway. 


Like  most  successful  revolutions, 
the  e-business  revolution  was  won 
not  by  the  people  who  fought  it,  but 
by  those  who  took  over  after  most  of 
the  blood  was  shed.  The  dead  (some 
of  whom  are  memorialized  at  www. 
disobey.com/ghostsites )  stood  for 
egalitarian  connections  between 
buyers  and  suppliers,  as  well  as  un¬ 
restricted  commerce  among  every¬ 
one  from  multinationals  to  mom- 
and-pop  stores. 

The  living  won  with  brand  aware¬ 
ness,  infrastructure  and 
enough  flexibility  to  adapt  — 
barely  —  to  changes  in  the 
business  world  that  were  so 
vast  that  financial  empires  rose  and 
fell  in  response  to  them. 

That’s  mostly  over  now.  Businesses 
have  absorbed  e-commerce’s  lessons 
so  completely  that  e-business  is  as 
much  a  part  of  regular  business  as 
customer  service,  direct  mail  or 
manufacturing  management. 

Low-Level  Concerns 

Pure  e-business  concerns  these 
days  are  a  bit  ho-hum,  to  tell  you  the 
truth.  The  big  fights  are  about  intel¬ 
lectual  property,  privacy  and  how 
strict  the  regulations  will  be,  not 
whether  companies  live  or  die.  In¬ 
cremental  improvements  are,  of 
course,  continual,  just  like  in  any 
other  business  function.  Web  sites 
become  increasingly  easier  to  use, 
and  marketers  become  smarter 
about  how  to  use  them. 


But  the  real  changes  these  days 
aren’t  on  the  business  side,  or  even 
among  the  ponytails  who  maintain 
the  Web.  They’re  among  the  more 
staid  folks  in  the  data  center  who  are 
being  called  on  to  make  Web  sites  as 
reliable  and  as  cheap  to  operate  as 
the  back-office  operations  they’ve 
had  years  to  perfect. 

Sophisticated  IT  operations  are 
building  into  their  Web  structures 
features  such  as  dynamic  server 
partitioning  and  Interprocess  Com¬ 
munications  protocols 
to  give  their  Web  farms 
greater  power,  flexibility 
and  connectivity. 

They’re  streamlining  the  one- 
application,  one-server  Web  model 
by  consolidating  servers,  then  allo¬ 
cating  to  each  application  the  mem¬ 
ory  and  CPU  capacity  it  needs,  but 
no  more  than  that.  It’s  a  way  to  de¬ 
liver  maximum  horsepower  without 
wearing  out  the  horse. 

Other  IT  staffs  are 
building  powerful,  flex¬ 
ible  computing  architec¬ 
tures  using  application 
servers,  middleware  and 
N-tier  applications  that 
take  advantage  of  the 
distributed-computing 
model  better  than  old- 
fashioned  client/server 
ever  did. 

Nuts  and  bolts  stuff. 

Hardly  the  kind  of  proj¬ 
ect  you’d  see  profiled  in 


Forbes.  Or  even  in  Business  2.0. 

The  next  generation  of  e-business 
won’t  really  be  e-business  at  all;  it 
will  be  mainly  IT.  And  that’s  a  good 
thing,  for  both  business  and  IT. 

When  I  started  this  column  three 
years  ago,  there  was  so  obvious  a 
need  to  inject  technology  into  the 
business  process  that  even  the  most 
hidebound  executive  understood  the 
need,  if  not  how  to  satisfy  it.  Now,  in 
my  last  column  for  Computerworld,  I 
find  it  incidentally  convenient  that 
the  pendulum  has  swung  back  the 
other  way. 

Alignment  Is  Simpler 

Business  folk  have  assimilated  all 
the  technology  they  can  handle  and 
are  pushing  responsibility  for  the 
more  important  technology  back 
where  it  belongs  —  to  the  hard-core 
specialists  in  IT.  But  this  time,  the 
perennial  problem  of  how  to  align 
IT  with  the  needs  of  the  business  is 
much  simpler,  because  the  connec¬ 
tion  between  IT  and  business  is  so 
much  clearer. 

E-business  isn’t  IT,  and  IT  isn’t 
business.  Those  two  got  very  con¬ 
fused  during  the  revolution.  They’re 
distinctly  separate,  though  more 
intertwined  now  than  ever. 

It’s  that  combination,  and  what  it 
can  accomplish,  that  I  personally 
continue  to  find  so  fascinating.  It’s 
an  ongoing  miracle  of 
balance  among  con¬ 
sumer  demands,  user 
wish  lists,  tight  budgets 
and  the  limits  of  technol¬ 
ogy  that  you,  the  IT  peo¬ 
ple,  manage  every  day. 
It’s  a  balance  on  which 
I’ll  continue  to  focus, 
elsewhere. 

Good  luck  with  your 
miracles,  and  thanks 
for  your  time.  It’s  been 
a  pleasure  writing  about 
you.  B 
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Who’s 

Right? 

Market  researchers  have 
higher  estimates  than  the  U.S. 
Department  of  Commerce  for 
total  U.S.  retail  e-commerce 
sales  in  2001. 


NOTE:  Researchers  use  different  defini¬ 
tions  of  retail  e-commerce.  The  Com¬ 
merce  Department  doesn’t  include  trav¬ 
el,  while  many  other  researchers  do. 


SOURCES:  EMARKETER  INC.,  NEW  YORK, 
JANUARY  2002;  U.S.  DEPARTMENT  OF 
COMMERCE.  WASHINGTON,  FEBRUARY  2002 
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online  food  shoppers,  ranked 
by  order  of  importance: 

ft 

Ease  of  product  return 
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Timeliness  of  delivery 

© 

Web  site  navigation 

o 

Product  availability 

0 

Price 

Q 

Product  information 


SOURCE:  STUDY  PUBLISHED  BY  THE 
INSTITUTE  FOR  OPERATIONS  RESEARCH 
AND  MANAGEMENT  SCIENCES,  LINTHICUM. 
MD  .  JANUARY  2002 
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When  retailers  jumped  on  the  e-com¬ 
merce  bandwagon  in  the  late  1990s, 
spinning  off  e-business  units  and  load¬ 
ing  up  on  bleeding-edge  technologies, 
Milwaukee-based  Master  Lock  Co. 
ignored  the  hype. 

It  wasn’t  because  the  80-year-old  company  refused 
to  change  its  Old  Economy  ways.  In  fact,  e-com¬ 
merce  has  been  on  its  master  plan  since  1999.  IT  and 
business  leaders  were  simply  determined  to  do 
things  right  —  the  first  time.  “We  made  a  conscious 
decision  to  go  slow,  so  we  could  use  one  system,  as 
opposed  to  building  a  disparate  e-commerce  system 
and  then  trying  to  find  ways  to  link  it  back  to  our 
main  systems,”  says  Marti  Gahlman,  director  of 
e-commerce  and  customer  solutions. 

Master  Lock  had  a  bigger  problem  in  1999:  an  anti¬ 
quated  supply  chain  strategy.  So  it  began  a  three-year 
project  to  expand  its  supply  chain  globally  and  stan¬ 
dardize  its  front-  and  back-end  systems  on  Oracle 
Corp.’s  E-Business  Suite  lli. 

Today,  with  most  of  the  lli  platform  in  place,  Mas¬ 
ter  Lock  will  launch  its  first  e-commerce  offering  to 
business  and  commercial  clients  next  month  using 
Oracle’s  iStore  application.  Despite  being  a  latecom¬ 
er  to  e-commerce,  IT  director  Jim  Johnson  says  the 
IT  advantages  of  waiting  to  launch  Master  Lock’s  of¬ 
fering  far  outweighed  any  early-adoption  benefits. 

The  integrated  modules  “allow  us  to  leverage  the 
data  and  not  have  redundancy,  which  translates  to 
cost  savings  and  accuracy,”  Johnson  says.  Although 
integrated  systems  were  available  years  ago,  they 
would  have  been  risky  and  cost-prohibitive,  he  adds. 
Also,  IT  staffers  can  easily  move  among  projects  be¬ 
cause  they  share  the  same  skill  sets. 

For  companies  such  as  Master  Lock  that  don’t  have 
tech-sawy  competitors  hot  on  their  heels,  a  slow  and 
steady  e-commerce  strategy  can  mean  significant  IT 
cost  savings  and  more  reliable  technology. 

For  some  industries,  “there’s  no  problem  with  be¬ 
ing  late”  to  e-commerce,  says  Andrew  Bartels,  an  an¬ 
alyst  at  Cambridge,  Mass.-based  Giga  Information 
Group  Inc.  For  established  brands,  the  majority  of 
business  will  still  come  through  traditional  channels, 
and  brand-loyal  consumers  will  wait  for  e-commerce 
offerings.  In  turn,  IT  departments  can  take  advantage 
of  better  technology,  lower  prices  and  lessons 
learned  from  others’  e-commerce  mistakes. 

“This  is  a  much  better  time  to  buy,”  says  James 
Crawford,  a  retail  analyst  at  Forrester  Research  Inc. 
in  Cambridge,  Mass.  “First,  a  lot  of  e-commerce  ven¬ 
dors  that  were  flying  high  two  to  three  years  ago  are 
in  much  less  of  a  position  to  offer  premium  prices.” 
Second,  budget  pressures  are  forcing  vendors  to 
make  e-commerce  and  enterprise  resource  planning 


Some  companies  find 
big  IT  advantages  to  being 
e-commerce  latecomers. 


By  Stacy  Collett 


“We  made  a  conscious  decision  to  go  slow,” 
says  Master  Lock’s  Marti  Gahlman. 


Advantages  of 
A  Late  Start 

■  Vendors  have  had  time  to  offer  integrat¬ 
ed  software  packages,  so  integration  with 
back-office  systems  is  much  easier. 

■  E-commerce  systems  are  much  cheaper 
now  than  they  were  in  the  dot-com  boom. 

■  Users  have  learned  lessons  from  the  dot¬ 
com  failures,  such  as  the  importance  of 
strong  project  management. 


(ERP)  systems  more  compatible.  So  the  cost  of  im¬ 
plementing  e-commerce  as  a  function  has  dropped. 
“As  a  result,  you  get  the  same  functionality  for  a  lot 
less,”  Crawford  says. 

Chief  Technology  Officer  Joe  Hardiman,  who  is 
testing  e-commerce  on  the  Web  site  of  Catherine’s 
Plus  Sizes  apparel  stores,  a  division  of  Bensalem,  Pa.- 
based  Charming  Shoppes  Inc.,  says  implementing  a 
100%  Microsoft  Corp.  platform  with  a  Microsoft 
Great  Plains  Business  Solutions  ERP  back  end  is  a 
bargain  at  less  than  $5  million.  “We  wouldn’t  have 
done  it  a  couple  years  ago  because  it  was  impractical 
and  cost-prohibitive,”  he  says.  “On  the  downside  of 
the  bubble  was  the  right  time  to  do  it.” 

Charming  Interactive,  which  handles  Web  site  IT 
and  business  planning  for  Catherine’s,  Fashion  Bug 
and  Lane  Bryant  plus-size  women’s  apparel  stores,  is 
taking  a  methodical,  three-phase  approach  to  launch¬ 
ing  e-commerce  capabilities  one  site  at  time. 

First,  a  site  offers  “content  and  community”  with 
fashion  tips  and  store  locations.  Next,  window-shop¬ 
ping  is  added  to  let  customers  see  the  fashions  avail¬ 
able  at  the  store.  Months  later,  the  site  launches  a  pilot 
e-commerce  offering  with  limited  inventory  that  relies 
on  “walk-in”  browser  traffic  instead  of  promotions. 

Hardiman  says  he  doesn’t  feel  pressured  to  get  to 
market  quickly  because  plus-size  fashion  consumers 
are  still  underserved  in  the  online  marketplace. 

Hardiman  and  his  IT  team  have  learned  valuable 
lessons  from  the  failures  of  other  e-commerce  sites. 
For  example,  Internet  projects  are  no  different  from 
any  other  IT  effort  —  they  require  diligence  and 
strong  project  management,  he  says.  They  have  also 
learned  the  importance  of  using  the  same  IT  systems, 
purchasing  and  distribution  channels  for  both  online 
and  brick-and-mortar  stores.  “It’s  an  integrated  effort. 
We’re  not  duplicating  any  effort,”  says  Hardiman. 

Despite  the  benefits  of  waiting  to  implement 
e-commerce,  consumer  adoption  rates  in  many  in¬ 
dustries  remain  disappointingly  low.  With  online 
spending  representing  just  2%  of  overall  consumer 
spending  last  year,  companies  will  have  to  justify 
their  Web  costs  in  other  ways.  “The  goal  of  e-com¬ 
merce  is  never  to  make  it  the  dominant  channel  for 
sales,”  Bartels  says.  “The  goal  is  to  reach  customers 
who  you  might  otherwise  not  reach,  and  to  get  to 
know  more  about  the  customers  you  do  have.”  > 


Collett  is  a  freelance  writer  in  Sterling,  Va. 


ELUSIVE  PROFITS 


The  cost  of  merchandise  shipping  or  added  staff  can  make 
e-commerce  an  unprofitable  fit  for  some  businesses. 
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Cabela’s  sells  off  goods 
to  the  right  buyer  at 
just  the  right  time. 

Bv  Pimm  Fox 

PERSONALIZATION  TECHNOLOGY  is  helping 
plenty  of  Web  retailers  create  customized 
electronic  shopping  boutiques  whose  in¬ 
ventory  and  pricing  can  vary  from  shopper 
to  shopper  online. 

At  Cabela’s  Inc.,  a  sporting  goods  retailer  in  Sidney, 
Neb.,  it’s  also  helping  to  boost  supply  chain  efficien¬ 
cies  across  all  three  of  the  company’s  sales  channels: 
stores,  catalog  and  online.  The  same 
technology  that  tracks  individual  custo¬ 
mer  preferences  and  shopping  habits  is 
increasing  inventory  turns  and  revenue, 
all  within  the  context  of  building  a  branded  experi¬ 
ence,  says  Tim  Miller,  director  of  Cabelas.com. 

The  focus  on  personalization  technology  fits  with 
Cabela’s  overall  strategy  of  one-to-one  customer  ser¬ 
vice.  This  applies  in  its  eight  stores  as  well  as  at  its 
call  center,  which  handles  catalog  orders  placed  over 
the  telephone  plus  all  customer  queries,  regardless  of 
where  or  how  the  customer  shops. 

The  majority  of  customer  information  culled  from 
the  call  center,  catalog  orders  and  in-store  visits  is 
collected  via  a  PC-based  application  and  then  stored 
in  a  data  repository  hosted  on  the, company’s  IBM 
AS/400.  Miller  says  he  saw  no  need  to  duplicate  the 
repository  when  Cabela’s  launched  its  Web  com¬ 
merce  site  in  November  1998. 

Instead,  he  wanted  an  e-commerce  platform  that 
plugged  into  the  existing  infrastructure  used  to  service 
other  Cabela’s  customers.  Ultimately,  Cabela’s  opted  to 
install  an  out-of-the-box  version  of  Cambridge,  Mass.- 
based  Art  Technology  Group  Inc.’s  Dynamo  online 
commerce  application  with  its  personalization  engine. 

Miller  used  established  application  programming 
interfaces  to  link  the  call  center  and  catalog  sales  in¬ 
formation  with  customer  information  generated  via 
the  Web  site  and  other  back-end  information,  such  as 
order  fulfillment  data. 

The  effort  will  eventually  let  in-store  personnel 
view  a  customer’s  complete  profile.  For  example,  an 
in-store  employee  might  notice  that  a  customer  pre¬ 
viously  purchased  a  particular  type  of  hunting  rifle 


Cabela’s  Inc. 


Location:  Sidney,  Neb. 
Founded:  1961 


Business:  Retailer  of  hunting,  fishing  and 
outdoor  gear 

Status:  Privately  held,  family-owned  company 

Number  of  employees:  5,000 

Retail  channels:  Eight  stores,  catalog 
operation,  Cabelas.com  Web  commerce  site 


0  www.cabelas.com 


and  that  there  is  now  new  product  information  to 
be  conveyed.  This  single  view  of  the  customer  will 
also  give  Cabela’s  salespeople  an  opportunity  to  sell 
shoppers  other  goods  and  services  related  to  their 
interests  and  past  purchases. 

For  online  shoppers,  the  automated  e-commerce 
system  can  alert  them  when  particular  items  in  their 
sizes  are  priced  at  closeout.  As  a  result,  Cabela’s  is 
able  to  cut  costs  and  clear  out  excess  and  odd-lot 
inventory  by  advertising  via  e-mail  rather  than  the 
Postal  Service.  Advertising  sent  via  the  U.S.  mail 
doesn’t  reflect  real-time  inventory  conditions  as  the 
e-mail  ads  do. 

Integrating  customer  and  shopping  data  from 
all  channels  into  a  single  repository  helps  keep  the 
Cabela’s  brand  experience  dynamic,  a  crucial  factor 
in  e-commerce  success,  according  to  Geri  Spieler,  an 
analyst  at  GartnerG2  in  San  Jose. 

“The  challenge  for  an  online  store  is  to  give  the 
shopper  a  consistent  brand  experience  and  a  great  on¬ 
line  customer  experience,  particularly  if  the  store  has 
a  physical  or  multichannel  presence,”  Spieler  says. 

Using  personalized  e-commerce  to  unify  the  vari¬ 
ous  channels  has  also  generated  hundreds  of  millions 


of  dollars  in  incremental  revenue  at  the  privately 
held  retailer,  Miller  says.  After  browsing  Cabelas.- 
com,  “people  are  better  informed  when  they  come 
into  the  stores,”  he  says.  “They’re  ready  to  make  a 
purchase,  and  we’re  able  to  recognize  their  individ¬ 
ual  spending  habits.” 

Giving  online  customers  the  option  to  receive 
information  about  the  more  than  100,000  products 
in  Cabela’s  inventory  is  possible  because  Miller  and 
his  52-person  team  created  an  IT  architecture  that 
includes  more  than  just  shopping. 

Customers  can  receive  pretty  much  any  kind  of 
product,  pricing,  shipping  and  other  information 
they  need  —  even  if  they  don’t  request  it.  For  exam¬ 
ple,  the  system  lets  customers  know  if  the  specifica¬ 
tions  of  an  item  have  changed  or  whether  there  is 
something  wrong  with  a  product’s  sizing.  It  also  au¬ 
tomatically  alerts  customers  to  changes  in  shipping 
times  and  permits  online  live  chat  to  help  customers 
resolve  order  or  delivery  issues. 

Gene  Alvarez,  an  analyst  at  Stamford,  Conn.-based 
Meta  Group  Inc.,  says  retailers  that  had  a  catalog 
business  prior  to  establishing  an  e-commerce  opera¬ 
tion  have  an  advantage  in  personalization  because 
the  retailer  is  accustomed  to  communicating  with 
customers  when  they’re  not  face-to-face. 

“They’ve  learned  how  to  use  the  mailing  model  to 
target  customers,  so  using  e-commerce  tools  to  do 
similar  things  isn’t  a  far  stretch,”  Alvarez  says. 

The  personalization  technology  involves  the  prod¬ 
ucts  as  well  as  the  customers.  For  example,  because 
there  are  many  government  restrictions  on  the  sale 
of  hunting  paraphernalia,  the  ability  to  tailor  product 
data  based  on  customers’  geography  helps  Cabela’s 
provide  shoppers  with  the  appropriate  information. 

“There  is  a  correlation  to  the  type  of  technology 
and  the  type  of  product,”  says  Alvarez.  “Not  all  prod¬ 
ucts  are  sold  equally.” 

The  bottom  line,  he  says,  is  that  personalization 
technology  can  enhance  the  customer  experience 
and  deliver  operational  efficiencies  like  increased 
inventory  turns.  What  the  Cabela’s  example  shows 
is  that  getting  those  returns  involves  fully  integrating 
the  technology  with  the  overall  retail  experience,  not 
just  your  e-commerce  site.  I 


UNDER  THE  COVERS 


Cabelas.com  seamlessly  integrates  a  variety  of  technologies  to  duplicate 
online  the  experience  of  its  store  and  catalog  shoppers. 
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ARE  YOUR  WEB-SITE  CUSTOMERS  WAITING  LONGER  THAN  8  SECONDS? 


By  understanding  how  long  your  Web-site 
customers  are  waiting,  you  can  make 
improvements  to  your  site's  performance, 
and  keep  your  customers  coming  back. 
Candle  Corp.'s  OMEGAMON ®  XE  for 
WebSphere  Application  Server  allows  you  to 
monitor  the  response  time  of  servlets,  Java 
Server  Pages,  Enterprise  JavaBeans  and  more 

In  one  view,  you  can  see  inside  your 
WebSphere  Application  Server  to  determine 
how  Web  transactions  and  resources  are 
performing.  You  can  also  fix  slowdowns 


before  they  become  problems.  Whether  your 
Web  applications  are  in  quality  assurance,  pre- 
production  or  production,  it's  important  to 
keep  measuring  their  performance  to  ensure 
that  they  are  operating  at  their  peak. 

So  don't  keep  your  Web-site  customers 
waiting.  Understand  performance  issues  before 
they  turn  into  problems. 


To  request  a  free  trial,  visit: 

www.  candle,  com/wwwl/webspheretrial 


Copyright  ©  2002  Candle  Corporation,  a  California  corporation.  All  rights  reserved.  International  copyright 
secured.  WebSphere  is  a  registered  trademark  of  International  Business  Machines  Corporation.  Other  product 
names  and  terms  in  this  document  may  be  trademarks  of  dieir  respective  companies. 
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As  e-  commerce  goes  mainstream, 
commerce  servers  are  disappear¬ 
ing  -  at  least  as  a  product  catego¬ 
ry.  Customers  can  find  “good 


enough”  basic  e-commerce 
functions  such  as  catalog  manage¬ 
ment,  order  processing  and 
personalization  in  application 
servers,  customer  relationship 
management  (CRM)  systems  or 
portal  software.  Commerce  server 
offerings  from  IBM  and  Microsoft 
Corp.  are  safe  bets  because  of 
their  strong  integration  capabili¬ 
ties  and  their  backing  from  large, 
stable  vendors.  Stand-alone 
commerce  server  vendors  are  still 
worth  considering  for  complex  or 
industry-specific  needs,  but  they 
are  at  risk  of  disappearing  through 
merger  or  acquisition. 


Wm 

Wm 


How  to  Choose 


If  you’re  doing  basic  e-commerce  and 
want  a  safe  vendor,  IBM’s  WebSphere 
Commerce  server  or  Microsoft  Corp.’s 
Commerce  Server  may  be  good 
enough,  analysts  say.  For  more  com¬ 
plicated  or  industry-specific  needs,  look  to 
smaller,  more  financially  fragile  vendors. 

For  example,  “neither  IBM  nor  Microsoft  have 
very  strong  order-management”  capabilities, 
says  Larry  Perlstein,  an  analyst  at  Gartner  Inc.  in 
Stamford,  Conn.  Comergent  Technologies  Inc.  in 
Redwood  City,  Calif.,  “is  probably  one  of  the 
strongest  players”  in  this  area,  he  says. 

The  nature  of  your  e-business  dictates  how 
fancy  you  need  to  get.  Few  compa¬ 
nies  just  accept  an  incoming  order, 
check  if  inventory  is  available  and 
process  the  payment,  according  to  a 
December  2001  report  by  Forrester 
Research  Inc.  in  Cambridge,  Mass. 


Most  must  capture  orders  from  multiple  chan¬ 
nels,  query  inventory  systems  and  trigger  com¬ 
plex  fulfillment  processes.  The  more  often  a 
firm  fiddles  with  pricing  or  product  bundling, 
the  more  flexible  a  pricing  engine  or  catalog 
management  system  it  needs,  says  the  report. 

Some  commerce  servers  are  also  geared  to¬ 
ward  specific  industries.  Comergent  has  a  large 
customer  base  in  high-tech  manufacturing,  says 
Perlstein,  while  Blue  Martini  Software  Inc.  in 
San  Mateo,  Calif.,  “has  a  strong  retailing  focus 
and  is  starting  to  focus  more  on  manufacturing.’ 
Retailers  might  want  to  consider  commerce 
server  offerings  from  vendors  such  as  SAP  AG, 
Siebel  Systems  Inc.  and  PeopleSoft 
Inc.  or  from  retail  software  vendors 
such  as  Retek  Inc.  and  JDA  Software 
Group  Inc.,  says  Andrew  Bartels,  an 
analyst  at  Cambridge,  Mass.-based 
Giga  Information  Group  Inc. 
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MORE  ANSWERS 

For  a  Q&A  with  EDS’s  Sean 
Wiley,  plus  lots  of  online  links: 
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How’s  Your 
Server  Vendor’s 
Economic  Health? 


ISSUES 


With  the  consolidation  of  the  commerce  server 
market,  the  financial  viability  of  the  vendor  has 
become  a  key  criterion  that  you  should  consider 
when  choosing  a  commerce  server. 

“One  of  the  first  questions  we  ask  our  clients  is  how  risk-averse 
are  they?”  says  Larry  Perlstein,  an  analyst  at  Gartner  Inc.  in  Stam¬ 
ford,  Conn.  “Their  answer  to  that  determines  how  they  should  go 
through  the  vendor  selection  process,"  determining  whether  the 
specialized  capabilities  of  a  smaller  vendor  justify  the  risk  that  the 
vendor  might  go  out  of  business  or  be  acquired,  he  adds. 

Most  commerce  server  vendors  are  under  "incredible  financial 


pressure,"  says  Perlstein,  making  it  likely  “several  of  them  will  not 
survive  the  next  18  months.”  In  April,  BroadVision  Inc.  announced 
that  it  would  cut  about  one-third  of  its  970  employees  after  first- 
quarter  sales  fell  35%,  to  $30.5  million,  from  the  same  period  a  year 
earlier.  Cambridge,  Mass.-based  Art  Technology  Group  Inc.  report¬ 
ed  sales  falling  to  $27  million  in  the  quarter,  from  $43  million  in  the 
same  period  a  year  earlier. 

Stock  price  isn’t  a  good 
indicator  of  survivability, 
says  Perlstein,  “because  all 
of  the  stock  prices  have 
been  so  depressed.”  Cus¬ 
tomers  should  instead  ex¬ 
amine  such  things  as  a 
vendor’s  burn  rate  -  how 
quickly  it’s  using  its  avail¬ 
able  cash  -  and  the  num¬ 
ber  of  customers  it  has 
gained  in  the  most  recent 
quarter. 


SURVIVAL 

INDICATORS 

■  Vendor’s  burn  rate 
(how  quickly  it’s  using 
available  cash) 

■  Number  of  customers 
it  has  recently  gained 
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Bye-bye  to  Specialist  Software: 
Commerce  Serving  Goes  Mainstream 


TECH 

CHECK 


The  market  has  plenty  of  good,  solid 
commerce  servers.  Too  many,  in  fact, 
because  vendors  such  as  BroadVision 
Inc.  in  Redwood  City,  Calif.,  and  Blue 
Martini  Software  Inc.  in  San  Mateo, 
Calif.,  are  threatened  by  “infrastructure  vendors” 
that  also  offer  application  servers,  middleware,  data¬ 
bases  and  CRM  systems. 

Commerce  server  software  runs  on 
application  or  Web  servers  and  pro¬ 
vides  key  e-commerce  functions  such 
as  managing  product  catalogs,  accept¬ 
ing  and  processing  orders  and  person¬ 
alizing  pricing  and  other  content 
based  on  a  customer’s  identity  or  pur¬ 
chase  history.  As  Web  commerce  has 
gone  mainstream,  such  functions  are 
increasingly  integrated  into  broader 
offerings  from  infrastructure  vendors 
or  into  other  applications. 

“Only  one  or  two  of  the  companies 
that  began  as  commerce  server  ven¬ 
dors  —  most  likely,  [Art  Technology 
Group  Inc.]  or  BroadVision  —  will  survive  after  mor¬ 
phing  into  a  CRM  or  portal  vendor,”  says  Andrew 
Bartels,  an  analyst  at  Giga  Information  Group  Inc.  in 
Cambridge,  Mass. 

IBM  and  Microsoft  Corp.  are  the  current  market  lead¬ 
ers,  according  to  a  December  2001  report  by  Forrester 
Research  Inc.  in  Cambridge,  Mass.  Their  tools  offer  sol¬ 
id  marketing,  order  processing  and  catalog  management 
tools,  the  report  says,  adding  that  users  look  for  the  fol¬ 
lowing  features  in  e-commerce  server  software: 

Integration.  This  is  key  to  users  like  Rockwell  Auto¬ 
mation  Inc.,  a  Milwaukee-based  supplier  of  power, 
control  and  industrial  systems.  Rather  than  requiring 
a  half-hour  sales  call  to  configure  products,  cus¬ 
tomers  use  a  BroadVision  server  to  do  the  configura¬ 
tion  online,  says  Rod  Michael,  director  of  customer 
e-business  at  the  company.  And  Rockwell’s  550  North 
American  distributors  are  also  linked  to  the  site,  so 
they  can  query  one  another  for  hard-to-flnd  items. 


DEFINITION: 

Commerce 

Server 

Commerce  server  software 
runs  on  application  or  Web 
servers  and  provides  key 
e-commerce  functions  such 
as  managing  product  cata¬ 
logs,  accepting  and  process¬ 
ing  orders  and  personalizing 
pricing  and  other  content 
based  on  a  customers'  iden¬ 
tity  or  purchase  history. 


Sophisticated  analysis  tools.  Site  performance-analysis 
tools  should  support  Simple  Network  Management 
Protocol  so  they  can  work  with  Hewlett-Packard  Co.’s 
Open  View  or  other  monitoring  tools,  says  Forrester 
analyst  Josh  Walker.  Tools  for  analyzing  customer  be¬ 
havior  should  be  smoothly  integrated  into  the  com¬ 
merce  server  so  that  employees  can  more  easily  do 
business  analysis,  he  says. 

Eric  Keil,  e-business  director  at 
Panasonic  Management  IT  Services 
Co.  in  Secaucus,  N.J.,  is  working  with 
IBM  so  that  future  WebSphere  releas¬ 
es  allow  attachment  of  documents,  di¬ 
agrams  or  even  software  to  product 
descriptions.  This  would  not  only 
help  cross-sell  or  upsell  related  prod¬ 
ucts,  he  says,  but  also  increase  cus¬ 
tomer  satisfaction  by  ensuring  they 
get  the  products  they  want. 

Flexibility.  Because  BroadVision  was 
originally  built  for  business-to-con- 
sumer  sales,  says  Michael,  “we  had  to 
work  with  them  a  lot”  to  let  business 
customers  specify  that  different  products  in  an  order 
be  shipped  by  different  carriers  or  to  different  places. 

Competition  and  reduced  demand  have  reduced 
prices.  Microsoft  dropped  its  per-CPU  price  for  Com¬ 
merce  Server  2002  Standard  Edition  to  $7,000,  com¬ 
pared  with  $8,499  for  Commerce  Server  2000,  says 
Bartels.  BroadVision  dropped  its  entry-level  pricing 
from  about  $500,000  to  $120,000,  he  says,  and  BEA 
Systems  Inc.  in  San  Jose  is  bundling  its  commerce 
server  into  its  portal  offering  at  no  extra  charge. 

As  product  categories  merge,  vendor  mergers 
might  not  be  bad  either.  “It  would  be  great  to  see 
someone  like  [CRM  vendor  Siebel  Systems  Inc.]  link 
up  with  BroadVision,”  says  Michael.  “The  worst 
thing  that  will  happen  is  [BroadVision]  gets  acquired 
by  somebody,  and  we’ll  just  have  more  capabilities.”  i 

Scheier  is  a  freelance  writer  in  Boylston,  Mass.  He  can 
be  reached  at  rscheier@charter.net. 


aring  Commerce  Servers 


BUSINESS:  Power,  control  and  industrial 
systems;  automation  software 


CASE 

STUDY 


REVENUE:  $4.3  billion  (fiscal  2001) 


BUSINESS  GOAL:  Provide  single 
point  of  contact  to  reduce  customers’ 
purchasing  and  administrative  costs.  Cut  cost  of 
sales  by  providing  online  product  configuration. 

COMMERCE  SERVER  USED:  BroadVision 

WHY  CHOSEN:  Scalable  architecture,  personal¬ 
ization  capabilities,  ease  of  customization 

STRENGTHS:  Easy  to  use  for  employees  and 
customers;  high-availability  architecture 

PROBLEM  AREAS: 

BroadVision  Inc.’s 
product  lacked  busi¬ 
ness-oriented  features 
such  as  the  ability  to 
include  unique  ship¬ 
ping  information  for  each  item  ordered.  Technical 
support  from  BroadVision  was  weak  at  first  but 
has  improved  in  the  past  year. 

BUSINESS  RESULTS:  The  site  saves  cus¬ 
tomers  an  estimated  2%  of  total  purchase  costs 
by  cutting  internal  paperwork.  The  online  configu¬ 
ration  reduces  the  need  for  expensive  sales  calls 
and  allows  Rockwell’s  salespeople  to  focus  on 
boosting  revenue. 

DEPLOYMENT  LESSONS  LEARNED:  Be  spe¬ 
cific  about  what  you  ask  your  vendor.  For  exam¬ 
ple,  BroadVision  supports  double-byte  characters 
required  by  Asian  languages  but  not  multiple  dou¬ 
ble-byte  character  sets,  making  it  hard  for  Rock¬ 
well  to  handle  multiple  Asian  currencies  on  one 
site.  Poor  communication  about  new  processes 
for  e-commerce  caused  confusion  among  Rock¬ 
well’s  sales  force,  distributors  and  customers. 


If  you 

automate 
a  mess, 
you  get  an  auto¬ 
mated  mess. 

ROD  MICHAEL,  DIRECTOR  OF  CUSTOMER 
E-BUSINESS,  ROCKWELL  AUTOMATION 
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Measuring 
Web  Site  Traffic 


DEFINITION 

Web  site  traffic  is  measured  in  many 
ways,  including  analysis  of  server 
logs  and  user  tracking.  Using  an 
outside  measurement  service  is  an¬ 
other  option.  Reported  traffic  num¬ 
bers  typically  include  unique  visi¬ 
tors  (the  number  of  different  people 
who  have  come  to  a  site)  and  page 
views  (how  many  pages  have  been 
requested  and  loaded  by  a  site’s  vis¬ 
itors  in  a  given  time  period). 


BY  SHARON  MACHLIS 

N  the  beginning,  there 
were  hits.  Today,  hits  are 
largely  discredited  as  a 
measure  of  Web  site  traf¬ 
fic,  since  they  count  indi¬ 
vidual  files  served  up.  A  single 
Web  page  can  account  for  a 
dozen  or  more  hits  if  it  has  a 
lot  of  photos,  while  a 
text-only  page  could 
generate  just  a  single  hit. 

These  days,  the  Web- 
erati  talk  of  metrics 
such  as  page  views,  ad 
impressions  and  unique  users. 
But  don’t  be  fooled  by  pre¬ 
cise-sounding  terminology 
and  numbers.  There  are  so 
many  ways  to  define  and 
count  Web  visits  that  traffic 
measurement  is  as  much  an 
art  as  it  is  a  science. 

For  example,  what  counts  as 
a  page  view?  Is  it  when  a  Web 
page  is  first  requested?  When 
content  has  completely  Fin¬ 
ished  loading?  Or  when  a 
tracking  pixel  —  a  tiny  file 
placed  on  a  page  specifically 
for  counting  page  views  —  is 
called?  Such  distinctions  are 
important  to  Internet  ad  buy¬ 


ers,  because  the  numbers  can 
differ  depending  on  the  defini¬ 
tion  used.  Consider  the  impa¬ 
tient  user  who  requests  a  page 
but  then  hits  Back  or  surfs 
elsewhere  before  that  page  — 
and  its  ad  —  loads. 

Search  engines  complicate 
the  problem.  Their  automated 
software  “robots”  scour 
the  Internet  and  index 
sites.  IT  staffs  monitor¬ 
ing  server  load  may 
need  to  factor  in  robot 
activity  for  capacity 
planning,  but  site  operators 
must  filter  it  out  to  get  an  ac¬ 
curate  count  of  how  many  real 
people  are  visiting  a  site. 

Finding  and  discarding  ac¬ 
tivity  of  known  robots  such  as 
Mountain  View,  Calif. -based 
Google  Inc.’s  is  only  one  step 
in  factoring  out  Web  crawlers, 
notes  George  Ivie,  executive 
director  of  New  York-based 
Media  Rating  Council  Inc.,  a 
trade  organization  seeking  to 
develop  and  enforce  audience 
measurement  standards.  Ideal¬ 
ly,  he  says,  analysis  would  also 
check  for  obvious  automated 
activity,  such  as  a  visitor  from 


the  same  IP  address  who  clicks 
through  10  pages  per  second. 

Trickier  still  are  internal 
users.  Should  IT  staffers  at 
Seattle-based  Amazon.com 
Inc.  be  counted  as  visitors  if 
they’re  testing  an  updated  part 
of  the  site?  Probably  not.  But 
what  about  the  receptionist 
who  surfs  to  buy  a  gift? 

Soft  Numbers 

One  of  the  softest  Web  num¬ 
bers  is  the  tally  of  unique  visi¬ 
tors  per  month.  For  sites  that 
require  registration  and  log-in, 
it’s  fairly  simple.  But  the  rest 
must  depend  on  other  devices, 
ranging  from  analyzing  server 
log  files  to  using  cookies, 
which  are  small  pieces  of  data 
stored  in  a  user’s  browser  that 
can  be  accessed  by  a  Web  site 
the  next  time  that  user  visits. 

Web  site  operators  usually 
get  information  about  site  traf¬ 
fic  from  their  own  server  logs, 
an  outside  online  advertising 
company  such  as  New  York- 
based  Doubleclick  Inc.,  or  a 
third-party  rating  service. 
Major  sites  typically  use  a 
combination  of  sources. 

“We  track  all  the  page  views 
internally  that  we  get.  We  also 
double-check  it  with  our  ad 
server,  DART,”  says  Jim  Can¬ 
dor,  vice  president  for  new 
media  at  Accu Weather  Inc.  in 
State  College,  Pa.,  which  re¬ 
cently  announced  that  it  had 
surpassed  1  billion  page  views. 
DART  is  an  ad-serving  tech¬ 
nology  from  Doubleclick  that 
lets  online  staff  set  up  when 
and  where  ads  appear  on  a 
site;  it  also  measures  how 
many  people  view  each  ad. 

Numbers  from  Accu  Weath¬ 
er’s  server  logs  showed  only  a 
“slight  discrepancy”  with  the 
DART  figures,  within  a  per¬ 
centage  point  or  two,  Candor 
says.  How  did  Accu  Weather 
tally  up  1  billion  pages  viewed 
over  the  site’s  history?  “We 


track  each  type  of  page  inter¬ 
nally;  we  put  a  1-by-l  spotlight 
[tracking]  pixel  internally,”  he 
says.  The  count  began  at  the 
site’s  December  1997  launch. 

In  addition  to  using  outside 
rating  services,  log  file  analysis 
is  also  quite  useful,  says  Jeff  Ju¬ 
lian,  president  and  publisher 
of  IDG.net,  a  Computerworld.- 
com  sister  site.  It  lets  him  see 
what  people  do  after  they  ar¬ 
rive  at  a  site.  Server  logs  usual¬ 
ly  record  each  visitor’s  domain 
or  IP  address,  browser  type 
and  files  requested.  Web  site 
staff  can  then  use  commercial 
log  analysis  software  or  home¬ 
brewed  code  to  sift  through 
the  raw  data  and  pull  together 
the  statistics  they’re  seeking. 

Sites  that  don’t  require  user 
registration  use  various  tech¬ 
niques  to  estimate  how  many 
unique  visitors  —  different  in¬ 
dividuals  —  are  arriving  each 
month.  Some  check  to  see 
whether  there’s  an  existing 
cookie;  if  not,  the  first-time 
visitor  gets  a  cookie  with  a 
unique  user  ID.  Then,  if  the 
user  returns,  the  site  knows  he 
was  there  before. 

The  New  York-based  Inter¬ 


active  Advertising  Bureau  re¬ 
cently  took  a  first  crack  at  de¬ 
veloping  online  audience  mea¬ 
surement  guidelines,  issued  in 
January.  In  them,  the  group  de¬ 
fines  visits  and  page  impres¬ 
sions  and  presents  proposals  to 
deal  with  page  caching  and  to 
filter  out  “nonhuman  activity.” 

Ivie  says  that  ultimately,  he 
would  like  to  see  both  internal 
Web  sites  and  outside  mea¬ 
surement  agencies  submit  to 
external  auditing,  just  as 
newspapers  do  for  circulation 
claims.  So  far,  he  says,  Atlanta- 
based  CNN.com  is  the  lone 
major  consumer  site  that  has 
submitted  to  Media  Rating 
Council  auditing. 

“The  major  problem  is 
there’s  no  accountability  in 
the  Internet  environment,” 

Ivie  says.  “Our  members 
struggle  trying  to  figure  out 
what  numbers  to  rely  on.”  D 


OTHER  TRAFFIC  COUNTS 

Online  Resources.  For  more  on  Web  site 
traffic  tools,  see  QuickLink:  30275 

Cookie,  Anyone?  Everyone  knows  about 
cookies.  Or  do  they? 

QuickLink:  30284 
www.computerworld.com 


Reading  Server  Logs 

This  is  a  typical  server  log  entry.  Log  analysis  software  is  usually 
used  to  read  each  entry  and  come  up  with  site  usage  statistics, 
but  here’s  how  to  read  a  raw  log  entry. 

12.345.67.89  -  -  -  -  [14/Mar/2002:03:23:37  -0500] 

“GET /cwi/quickstudy/0, 1070, NAV47-72,00.html 
HTTP/1.1”  200  2751  “http://www.idg.net”  “Mozilla/4.0 
(compatible;  MSIE  5.5;  Windows  NT  5.0;  T312461)” 

12.345.67.89:  The  visitor’s  IP  address  (changed  in  this  example  to 
protect  the  user’s  privacy). 

- :  The  user’s  log-in  (left  blank  for  sites  that  don’t  require  log-in). 

[14/Mar/2002:03:23:37  -0500J:  Date  and  time  the  user  arrived. 

“GET  /cwi/quickstudy/O,1070,NAV47-72,O0.html  HTTP/1.1”: 

Page  the  user  requested. 

200:  Status  code  of  the  user  request.  Codes  starting  with  a  2  mean 
the  page  was  successfully  retrieved.  Codes  starting  with  4  indicate  a 
problem,  such  as  the  "404  page  not  found”  error _ 

2751:  Number  of  bytes  transferred. 

“http://www.idg.net”:  Referring  Web  address.  This  shows  up  if  the 
user  arrived  at  the  requested  page  by  clicking  on  a  link  from  another 
page.  This  will  be  blank  if  the  user  typed  in  the  Web  address  manually. 

“Mozilla/4.0  (compatible;  MSIE  5.5;  Windows  NT  5.0; 
T312461)”:  Information  about  the  user’s  browser  and  operating  system. 


QUICK 

STUDY 
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These  companies 
respond  to  customers’ 
e-mail  with  lightning 
speed  Here’s  a  look 
at  the  technology  that 
makes  it  happen. 

By  Steve  Ulfelder 


ow  quickly  does  your  company 
respond  to  customer  e-mail?  In 
a  recent  “mystery  shopping”  test, 
Chicago-based  The  E-Tailing  Group 
Inc.  rated  100  online  retailers  in  cate¬ 
gories  including  speed,  accuracy  of 
information  and  ease  of  use. 

We  checked  in  with  two  companies  that  earned 
five-star  ratings:  KBtoys.com  and  Drugstore.com 
Inc.  In  addition  to  strong  overall  showings  in  the 
study,  both  businesses  responded  to  e-mail  in  less 
than  four  hours  on  average.  Here’s  how  they  do  it. 

KBtoys.com 

A  division  of  KB  Holdings  LLC,  Pittsfield,  Mass. 
www.kbtoys.com 

*  Quick  take:  KB  Holdings  is  the  parent  company  of 
both  KBtoys.com  and  eToys.com,  so  incoming  e-mail 
must  be  split  and  customized  by  brand.  Because  toy 
retailing  is  a  seasonal  business,  “we  scale  in  a  hurry,” 
says  Jim  Scherman,  vice  president  of  customer  care 
and  operations.  “We  needed  a  tool  [customer  service 
representatives]  could  learn  quickly.” 

■  How  many?  The  company  receives  thousands  of 
e-mail  messages  per  week  during  the  holiday  rush 
but  only  hundreds  per  week  the  rest  of  the  year. 

■  How  fast?  In  the  E-Tailing  Group  Mystery  Shopper 
Survey,  KBtoys.com  answered  e-mail  in  three  hours, 
22  minutes,  on  average  —  the  fourth-best  of  the  100 
online  retailers  tested.  (The  top  three  performers 
were  Nordstrom  Inc.,  Bluelight.com  and  Lands’  End 
Inc.,  respectively.) 

■  Technology:  KBtoys.com  uses  a  pair  of  in-house 
applications  called  Customer  E-mail  Management 
System  (for  e-mail  alone)  and  Customer  Interaction 
System  (for  other  channels,  such  as  voice).  Built  on 
top  of  an  Oracle8i  database,  the  tightly  integrated 
systems  are  browser-based  for  easy  training  and  use. 

The  key  to  efficient  e-mail  response,  according  to 
both  analysts  and  users,  is  to  automate  as  many  proc¬ 
esses  as  possible.  “We  wanted  as  much  [artificial  in¬ 
telligence]  as  we  could  get  before  an  e-mail  touches 
a  customer  service  rep,”  says  Mark  Anton,  director  of 
customer  care  applications  and  lead  architect. 

To  that  end,  KBtoys.com  developed  algorithms  and 
set  pattern-matching  criteria.  For  example,  with  few 
exceptions,  the  company  doesn’t  ship  outside  the 
U.S.  So  when  the  e-mail  response  software  recog¬ 
nizes  words  and  phrases  indicating  foreign  shipment 
is  being  requested,  an  automated  response  is  person¬ 
alized  and  sent  out.  Anton  says  25%  to  40%  of  all  in¬ 
coming  e-mail  is  answered  this  way. 

■  Payoff:  “Two  years  ago,  almost  every  order  gener¬ 
ated  a  contact  to  us,”  Scherman  says.  The  contacts- 
per-order  ratio  is  a  critical  measure  of  not  only  an 
e-business’s  e-mail  response,  but  also  of  its  opera¬ 


tional  efficiency  as  a  whole;  after  all,  if  the  fulfill¬ 
ment  or  shipping  department  isn’t  up  to  snuff,  angry 
e-mail  from  customers  will  surely  follow. 

Contacts-per-order  is  also  a  closely  guarded 
secret  at  most  companies.  Scherman  won’t  reveal 
what  KBtoys.com’s  ratio  is,  but  he  says  the  company 
has  been  able  to  “drive  it  down  substantially”  since 
implementing  the  new  e-mail  response  tools. 

■  Next  steps:  Tops  on  KBtoys.com’s  enhancements 
list  is  tighter  integration  with  other  enterprise  appli¬ 
cations.  “We  want  to  automate  processes  that  are  still 
manual,”  such  as  credit  processing,  says  Anton. 

Drugstore.com 

Bellevue,  Wash. 
www.drugstore.com 

■  How  many?  The  site  receives  between  2,000  and 
5,000  customer  e-mails  per  week,  depending  on  the 
season  (holidays  being  the  busiest). 

■  How  fast?  Drugstore.com  averaged  responses  in 
three  hours,  42  minutes,  which  landed  it  in  fifth 
place,  just  behind  KBtoys.com. 

■  Technology:  Drugstore.com  built  its  own  “gate¬ 
way”  application  that  performs  the  first  screening  of 
all  incoming  e-mail.  This  tool  generates  an  automat¬ 
ed  response  to  as  many  queries  as  possible.  “And 
even  if  it  can’t  actually  be  answered  automatically, 
we  parse  it  to  see  what  it  relates  to,”  says  Scott 
Green,  senior  technology  director.  After  parsing, 
messages  are  funneled  to  Response,  an  e-mail  man¬ 
agement  tool  from  Kana  Software  Inc.  in  Menlo, 

Calif.  Green  praises  Kana’s  ease  of  use,  a  vital  factor 
in  the  high-turnover  world  of  customer  response. 
“During  the  holidays,  we  pull  people  in  from  all  over 
the  organization  to  help”  the  customer  service  reps, 
he  says.  “They  can  be  up  and  running  in  15  minutes.” 

■  Little-known  fact:  Among  the  keywords  Drugstore.- 
com  scans  for  are  profanities.  “That  would  classify 
the  item  as  a  flame  e-mail,”  which  receives  high  pri¬ 
ority,  Green  says.  The  idea  is  to  mollify  angry  cus¬ 
tomers  as  quickly  as  possible. 

*  Payoff:  Drugstore.com  won’t  say  how  much  it 
spends  on  e-mail  response.  But  because  it’s  an  online- 
only  business,  Green  says,  e-mail  is  even  more  impor¬ 
tant  than  it  might  be  to  a  brick-and-mortar  company. 

■  Next  steps:  Green  and  his  team  never  stop  tweaking 
the  in-house  component  of  the  software.  He  says 
parsing  and  triaging  are  the  key  components  in  low¬ 
ering  the  all-important  contacts-per-order  ratio.  “On 
the  inbound  side,  that’s  the  name  of  the  game,”  he 
notes.  As  for  the  outbound  side,  Drugstore.com  has 
created  a  sophisticated  direct  e-mail  system  that 
tracks  customers’  purchase  histories  and  clickstream 
habits  and  then  creates  personalized  messages  entic¬ 
ing  them  to  buy  products  that  interest  them.  ► 


Ulfelder  is  a  freelance  writer  in  Southboro,  Mass. 
Contact  him  at  sulfelder@yahoo.com. 

SERVING  CUSTOMERS  ONLINE 

Chat  Is  Cheaper:  Instant  messaging,  or  “chat"  support,  is  a  low-cost 
alternative  to  e-mail.  But  turning  phone  agents  into  chat  agents  has  its 
hurdles.  QuickLink:  29938 

Ready  With  Answers:  Autobytel  and  Xerox  have  to  respond  to  e-mail  from 
business  partners  and  enterprise  customers,  not  just  consumers. 

QuickLink:  29939 
www.computerworld.com 
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Most  e-commerce  sites  rebuff  at  least 
70%  of  the  customers  who  visit  them, 
passing  up  millions  of  dollars  in  po¬ 
tential  sales.  Even  the  best  retail  Web 
sites  are  doing  only  half  the  business 
they  could  be  doing,  researchers  say. 
The  culprit:  poor  Web  site  usability. 

“E-commerce  sites  offer  a  simple  way  to  prove  when 
you’re  [doing  it]  right:  Measure  sales,”  says  Jakob 
Nielsen,  co-founder  of  Nielsen  Norman  Group,  a  Web 
site  usability  design  consultancy  in  Fremont,  Calif. 

Although  software  tools  measure  some  Web  site 
activities,  nothing  beats  “watching  people  shop  to 
gauge  the  failure  or  success  of  a  site,”  Nielsen  says. 

“When  executives  of  an  e-commerce  site  see  half 
their  customers  leaving  because  they  can’t  shop, 
that’s  pretty  compelling,”  he  says. 

Nielsen’s  report,  “E-Commerce  User  Experience,” 
lists  207  design  guidelines  based  on  usability  tests  of 
20  e-commerce  sites. 

But  even  the  experts  don’t  agree  on  what  makes  a 
Web  site  great  for  customers. 

“There  are  no  guidelines,”  says  Jared  Spool,  au¬ 
thor  of  the  report  “Web  Site  Usability:  A  Designer’s 
Guide.” 

“We’ve  never  seen  a  site  that  does  everything 
right;  no  one  even  knows  what  that  is.  The  best 
Web  sites  never  get  more  than  a  42%  success  rate,” 
Spool  says. 

The  best-performing  Web  sites,  such  as  those  of 
Seattle-based  Amazon.com  Inc.  and  San  Jose-based 
eBay  Inc.,  are  mostly  text,  Spool  says.  “But  no  design¬ 
er  would  make  up  a  site  with  mostly  text,”  he  notes. 

Well-designed  graphics  are  no  predictor  of  suc¬ 
cess,  Spool  says.  “Graphics  aren’t  intended  to  move 
people”  through  the  site,  he  says.  “If  anything,  they’re 
intended  to  stop  people  and  get  their  attention. 

“Of  all  the  graphic  design  elements  we  looked  at, 
the  only  one  that  was  strongly  tied  to  user  success 
was  use  of  browser  default  link  color,”  says  Spool, 
founding  principal  of  consultancy  User  Interface  En¬ 
gineering  in  Bradford,  Mass.  The  color  scheme  that’s 
most  common  —  and  most  easily  recognized  by 
users  —  is  blue  for  unfollowed  links  and  purple  for 
followed  links. 


Tips  for  Web 
Snopability 

o 

Show  the  full  product  cost 
as  soon  as  possible. 


Explain  why  you  need  to  collect 
personal  information. 

© 

Use  opt-in  rather  than  opt-out  policies  to  give 
the  shopper  more  control  over  data  sharing. 

0 

Don’t  overemphasize 
promotional  products. 

© 

Cross-reference  products. 

© 

Ensure  that  images  are  big  and  show 
features  that  are  important  to  buyers. 

© 

Put  the  search  box  on  every  page. 

© 

Make  “All”  the  search  list  default 
(so  it  searches  the  whole  site). 

© 

Avoid  jargon  and  clever  or 
made-up  names. 

Have  the  customer  select  options  before 
the  product  goes  in  the  shopping  cart. 

m 

Expect  users  to  hit  the  Enter 
key  when  filling  out  forms. 

0 

Offer  a  toll-free  number 
for  placing  phone  orders. 


Design  gums  offer  advice  on  how  to  help  online 
shoppers  navigate  sites  and  find  the  products 
they  want  to  buy  By  Sami  Lais 

How  to  Stop 
Web  Shopper  Right 


As  the  nascent  field  matures,  the  following  usabili¬ 
ty  concepts  are  emerging  as  best  practices: 

TRUST.  Customers  must  believe  that  a  company  will 
follow  through  on  their  orders,  protect  their  private 
information  and  provide  end-to-end  transaction  in¬ 
tegrity.  So  the  latest  research  focuses  on  how  to  fos¬ 
ter  trust  through  Web  site  design. 

A  recent  study  called  “In  Web  We  Trust:  Establish¬ 
ing  Strategic  Trust  Among  Online  Customers,”  from 
user  interface  expert  Ben  Shneiderman  and  re¬ 
searchers  at  the  University  of  Maryland  in  College 
Park,  looks  for  features  that  are  best  at  inducing  trust 
among  online  customers.  “Web  site  designers  should 
include  extensive  customer  service  information,  pro¬ 
vide  phone  numbers  for  technical  support,  clearly 
state  the  return  policy  and  provide  an  address  for 
merchandise  return,”  the  study  says. 

Designers  should  also  include  merchandise  costs 
and  shipping  dates  as  soon  as  possible  in  the  buying 
process,  which  Amazon.com  does  well,  Nielsen  says. 
Amazon  may  lose  a  few  customers  when  shipping 
dates  have  to  be  extended,  he  says,  “but  because 
they’re  honest  about  it,  you  have  the  feeling  that 
when  you  click  to  buy,  you’ll  get  the  package.” 

Trust  is  “the  ability  to  predict  current  behavior 
from  previous  experience,”  Spool  says.  “People  don’t 
care  about  privacy  policies.  In  our  tests,  we  found 
people  didn’t  even  read  it,  and  those  who  did  found  it 
too  arcane  and  confusing  to  understand.” 

Trust  and  transaction  cost  are  the  top  concerns  of 
online  buyers,  says  Jungwon  Lee,  a  researcher  at  Yon- 
sei  University  in  Seoul,  Korea,  in  his  report  “Key  De¬ 
sign  Factors  for  Customer  Loyalty  User  Experience  in 
E-Commerce.”  For  online  stores,  trust  translates  into 
profits,  Lee  says,  because  repeat  customers  spend  al¬ 
most  twice  as  much  per  visit  as  new  customers  do. 

Integrating  back-office  systems  with  the  Web  site 
promotes  trust  too,  because  then  customers  know 
what’s  in  stock,  Nielsen  says.  “If  your  existing  system 
won’t  do  it,  put  it  on  the  wish  list  for  updates,”  he  says. 

At  both  Macys.com  in  San  Francisco  and  Lands’ 
End  Inc.  in  Dodgeville,  Wis.,  inventory  systems  are 
tied  to  company  Web  sites  —  in  real  time. 

“It’s  extremely  tough  to  do,”  says  Kent  Anderson, 
president  of  Macys.com.  “But  when  you’re  running 
70,000  [items]  through  a  Web  site,  it’s  important.” 

The  integration  was  part  of  a  July  redesign.  “Online 
sales  through  the  fall  season  doubled,”  Anderson  says. 

CATEGORIES  .  To  move  customers  quickly  from  the 
home  page  to  the  product  page  they  want  to  see,  the 
pages  in  between  must  be  explicitly  named  and  well 
differentiated. 

To  find  sweaters  at  Macys.com,  you  have  to  know 
they’re  under  the  “tops”  category,  Spool  points  out. 
On  LandsEnd.com,  they’re  a  separate  listing.  “Lands’ 
End  sells  five  times  as  many  sweaters  as  Macy’s,”  he 
says.  “And  it’s  because  of  the  design  of  the  site.” 
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Examine  your  logs  to  see  the  words  users  type  into 
your  search  engine.  Users  enter  their  “trigger  words” 
what  they  want  to  know  or  find  —  and  those  are 
the  words  to  use  as  category  names,  Spool  says. 

SEARCH  .  Put  the  search  box  at  the  top  of  every 
page,  Nielsen  says.  Make  it  tolerant  of  misspellings 
and  accepting  of  common  synonyms.  And  set  it  to 
automatically  search  the  entire  site. 

Usability  studies  show  that  if  the  first  search  fails, 
odds  sharply  decrease  that  users  will  find  what  they 
want,  says  Nielsen.  With  a  good  search  engine,  peo¬ 
ple  will  buy  twice  as  much  because  they  can  find 
what  they  want  faster. 

PRODUCT  PAGES.  The  pages  that  sell  the  most 
products  are  the  ones  that  show  the  most  products 
and  have  the  biggest  pictures,  experts  say. 

At  Macys.com,  shoppers  can  zoom  in  on  product 
pictures  to  see  a  close-up  of  the  fabric  weave.  “The 
trick  is  to  capture  the  image  at  the  appropriate  densi¬ 
ty  so  it  doesn’t  pixelize  at  the  smaller  size,”  says  An¬ 
derson.  “We  spent  a  lot  of  time  and  effort  on  that.” 

One  of  today’s  prevalent  myths  is  that  if  a  page 
doesn’t  download  within  seven  seconds,  the  customer 
goes  elsewhere.  Not  true,  says  Spool.  “People  com¬ 
plain  about  the  download  time  because  they’re  having 
trouble  completing  a  task,”  he  says.  Although  faster  is 
clearly  better,  when  the  content  is  something  the  user 
has  asked  for,  studies  show,  that  user  is  willing  to  wait. 
As  proof,  he  points  to  companies  that  “made  their 
sites  faster  but  the  complaints  didn’t  go  away.” 

Neither  Nielsen  nor  Spool  likes  3-D  models,  call¬ 
ing  them  difficult  to  operate  and  unconvincing.  But 
Lands’  End  customers  love  the  feature  that  lets  them 
try  clothes  on  a  personalized  model,  says  a  Lands’ 
End  spokeswoman.  “The  average  order  value  in¬ 
creases  by  9%  when  a  customer  uses  the  model,  and 
15%  of  visitors  launch  the  model,”  she  says. 

NAVIGATION.  Designers  must  develop  navigation 
and  content  together. 

Many  designers  instead  create  a  shell  to  give  each 
page  the  same  look  and  feel  and  navigational  struc¬ 
ture,  no  matter  what  content  they  pour  into  it.  But 
shells  require  lots  of  generic  links,  Spool  says.  With 
generic  links,  users  rarely  get  what  they  expect. 

For  example,  people  don’t  shop  for  sweaters  the 
same  way  they  shop  for  bathing  suits,  Spool  says.  “For 
sweaters,  they  want  to  see  the  fabric.  Their  concern 
with  a  bathing  suit  is  how  it  fits  on  the  body,”  he  notes. 

Lands’  End  handles  those  differences  well  on  its 
swimwear  page,  he  says,  allowing  customers  to  pre¬ 
sort  suits  based  on  style,  for  instance. 

Daily  customer  input  helps  shape  the  site,  a  Lands’ 
End  spokeswoman  says.  Profitable  for  the  past  four 
years,  in  fiscal  2002  the  site  surpassed  the  compa¬ 
ny’s  catalog  in  sales,  she  says. 


GOING  GLOBAL 

E-commerce  sites  that  don't  accommodate  international  shoppers 
may  be  throwing  away  half  their  potential  sales. 

QuickLink:  29932 


Bloodhounds:  Parc  researchers  say  online  users  follow  an 
“information  scent”  in  their  search  for  what  they  want. 


O  QuickLink:  29931 

www.computerworld.com 


Spool  also  warns  that  usability  tests  of  navigational 
links  show  that  too  many  links  on  a  page  or  links  that 
are  embedded  in  text  are  counterproductive. 

Glitzy  Web  animation  is  considered  counterpro¬ 
ductive  too,  but  animation  can  be  used  to  create  dy¬ 
namic  forms  that  provide  usability  benefits.  IHote- 
lier,  a  Houston-based  division  of  Webvertising  Inc., 


uses  Flash  animation  from  San  Francisco-based 
Macromedia  Inc.  to  present  a  hotel  reservation  form 
on  a  single  screen. 

The  only  hard  and  fast  rule,  Nielsen  says,  is  that 
there  are  no  rules.  D 


Lais  is  a  freelance  writer  in  Takoma  Park,  Md. 
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For  a  new  take  on  Old  Glory,  how's  this  for  value  —  a 
precision-printed  American  Flag  Tee  for  Adults  and  Kids  that's 
tops  in  quality  and  durability.  Fine  ringspun  combed  cotton  feels 
great  against  your  skin,  holds  its  shape  and  color  through  many 
washings.  (Flag  stays  bright  and  crisp,  too.) 

Taped  neck  and  shoulder  seams  add  strength  and  smooth 
comfort.  Flag  adds  pnde.  And  at  these  prices  you  can  outfit  the 
whole  family  for  only... well,  you  add  it  up. 
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Celebrate  an  all-American  summer! 

Here's  your  headquarters  for  summer 
Americana.  Like  this  classy  embroidered  USA 
Cap,  with  vent  eyelets  and  moldable  visor. 
Check  out  the  entire  assortment  of  Flags, 
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Lands'  End  Major  League  Baseball®  Collection* 


Now  you  can  have  your  choice  of  dozens  of  casual 
dothing  items  tastefully  adorned  with  an  official 
logo  of  your  favorite  Major  League  Baseball  team. 

For  Men,  Women  &  Kids. 


Contact  Us  Business  Outfitters: 

•  Corporate  Safes 
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Upper  right  is  becoming 
standard  placement  for  “Help. 
(“Ask  Us"  is  less  direct.) 


Logo  is  in  upper  left,  where 
shoppers  expect  to  see  it. 

Color  is  used  sparingly, 
for  emphasis. 

Product  shots  are  the 
dominant  graphics  used. 

Links  are  clearly  identified 
and  change  color  after  they’re 
followed. 


International  customers  are 
offered  the  option  of  shopping 
in  their  own  language. 

Signing  in  offers  specific  bene' 

fits;  it's  not  just  a  user  task. 

' 

Search  defaults  to  an  option 
that  searches  everything. 
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Click  on  it  and  zoom  in  to  show  detail. 
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shopper  to  zoom  in  to  see 
the  fabric  weave  of  its 
sweaters. 
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INFRASTRUCTURE 


INTEGRATION 

PLAY 


1  ]  The  more  connected  your  business  processes  are  on  the 
inside,  the  more  efficient  you'll  be  to  the  outside.  So  begin 
from  within  and  build  an  integrated  e-business  infrastructure. 

2]  Get  in  the  game  with  IBM  -the  leading  provider  of  end-to-end 
infrastructure.  You’ll  find  a  team  of  global  integration  experts  and 
business  partners,  WebSphere®  integration  software,  Linux® 
enabled  servers  (and  even  aThinkPad®  for  what’s  his  name). 

3]  For  more  winning  plays,  visit  ibm.com/e-business 
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NICHOLAS  PETRELEY 

Open  Rules  for 
E-Business 


I  went  to  j.c.  penney  the  other  day  to  buy 
some  socks,  when  the  strangest  thing  hap¬ 
pened.  As  I  attempted  to  step  through  the 
store  entrance,  my  foot  went  flying  upward 
into  my  face,  forcing  me  to  do  a  back  flip  and 
land  on  the  sidewalk.  The  J.C.  Penney  store  man¬ 
ager,  who  happened  to  be  walking  by  at  the  time, 
explained  that  I  couldn’t  enter  the  store  as  long 


as  I  was  wearing  New  Balance 
sneakers;  the  floor  was  compatible 
only  with  Nike. 

Now,  of  course  this  didn’t  actually 
happen.  It  doesn’t  take  a  Harvard 
MBA  to  figure  out  how  viable  a  busi¬ 
ness  model  this  would  be. 

There  are  very  few  reasons 
why  businesses  would  be 
motivated  to  let  arbitrary  in¬ 
compatibilities  limit  customer 
access.  That’s  why  Microsoft  was 
never  able  to  turn  the  Web  into  an 
exclusive  club  for  Internet  Explorer 
surfers,  despite  concerted  efforts  to 
do  so.  Users  of  other  browsers  also 
have  money  to  spend,  and  everyone 
knows  it. 

Does  this  bit  of  self-evident 
wisdom  translate  into  a  truism  for 
e-business,  particularly  business-to- 
business  transactions?  Not  yet  — 
with  an  emphasis  on  the  word  yet. 
It’s  still  perfectly  reasonable  to  de¬ 
liver  proprietary  solutions  to  large 
customers,  or  even  to  supply  your 
large  customers  with  a  tool  kit  so 
they  can  build  their  own  applica¬ 
tions  for  doing  e-business  with  you. 

Eventually,  however,  many  of  you 
who  rely  on  e-business  are  going 
to  have  to  adopt  a  Web  services 
approach  in  order  to  remain  com¬ 
petitive.  Fortunately,  the  economy  is 
slowing  the  progress  of  this  technol¬ 
ogy.  You  won’t  be  left  behind  if  you 
fail  to  rush  into  a  Web  services  solu¬ 
tion  just  for  the  sake  of  doing  so.  Be¬ 


sides,  in  most  cases,  you  shouldn’t 
let  technology  drive  your  business 
strategy  anyway. 

But  neither  should  you  risk  allow¬ 
ing  your  company’s  short-term  tech¬ 
nology  strategy  to  drive  away  po¬ 
tential  customers  in  the  long 
term.  Whether  you  want  to 
admit  it  or  not,  that’s  the 
most  likely  scenario. 

Our  culture,  particularly  in  the 
U.S.,  is  largely  a  reactive  one.  For  ex¬ 
ample,  many  of  us  don’t  adopt  and 
configure  systems  to  make  them  im¬ 
mune  to  viruses.  We  buy  antivirus 
software,  and  even  then  we  usually 
wait  until  a  nasty  one  eats  last 
month’s  budget. 

Our  reactive  U.S.  culture  has 
improved  a  bit  since  Sept.  11,  al¬ 
though  it’s  hard  to  miss 
the  irony  of  a  statement 
like  that.  Our  sudden 
interest  in  being  proac¬ 
tive  is  itself  a  reaction 
to  the  suggestion  that 
we  might  have  been 
able  to  avoid  the  trag¬ 
edy.  I’m  not  sure  that’s  a 
well-founded  theory, 
but  I’m  happy  to  see 
people  taking  an  inter¬ 
est  in  being  more  for¬ 
ward-looking. 

So  let’s  apply  this  atti¬ 
tude  to  e-business,  shall 
we?  I  can  think  of  at  least 
three  rules  to  follow. 


RULE  NO.  1:  Keep  an  “open”  mind. 
Even  if  your  e-business  strategy 
starts  with  one  customer,  I  suspect 
that  you  won’t  want  it  to  stay  that 
way.  If  you  build  your  technology 
around  open  standards,  you’re  more 
likely  to  get  that  second  customer. 
Even  if  you  don’t  plan  to  open  your 
business  to  millions  of  people  with 
Web  browsers,  face  the  fact  that  pro¬ 
prietary  solutions  are  on  their  way 
out  and  get  with  open  standards  and 
open  source. 

RULE  NO.  2:  Ignore  technology 
endorsements  by  large  companies. 
There  was  a  time  when  you  could 
make  business  decisions  based  only 
on  the  fact  that  IBM  and  Microsoft 
announced  a  partnership.  On  second 
thought,  considering  what  happened 
to  OS/2,  perhaps  even  that  memory 
is  an  illusion.  Regardless,  forget 
what  vendors  say  about  e-business 
technologies  and  commit  to  open 
standards.  Keep  your  eye  on  ebXML, 
for  example  ( www.ebxml.org ). 

RULE  NO.  3:  Hire  that  security  guru 
now,  before  you  build  your  e-busi¬ 
ness  software  infrastructure.It’s  not 
that  you  can’t  adapt  to  open  e-busi¬ 
ness  demands  as  an  afterthought. 

FedEx  is  a  poster  child  for 
wrapping  complex,  pro¬ 
prietary  back-end  soft¬ 
ware  solutions  with  sim¬ 
ple  Web  applications.  But 
FedEx  invests  about  $1.5 
billion  in  IT  each  year.  If 
you  can  match  that  kind  of 
money,  then  by  all  means, 
make  any  decisions  you 
like.  You  can  afford  to 
make  strategic  errors.  If 
your  budget  is  a  bit  small¬ 
er,  however,  it  pays  to  plan 
ahead.  I  suggest  you  do  so 
by  making  sure  to  keep  an 
open  mind  while  making 
plans  for  the  future.  > 


OPINION 


NICHOLAS  PETftELEV  IS  a 

computer  consultant  and 
author  in  Hayward,  Calif. 
He  can  be  reached  at 

nfeholas@petr8ley.com. 


SNAPSHOTS 

B2B  Forecast 

Business-to-business 
e-commerce  revenue  could  reach 
$1  trillion  in  2004. 


2002 

2003 

2004 

2005 


$482B 


S721B 


S1.011B 


S1.333B 


SOURCE:  EMARKETER  INC..  NEW  YORK. 
MARCH  2002 


Favorite  Tools 

In  developing  e-business 
applications,  which  tools  have 
you  found  most  useful? 


■  Microsoft  Visual  Studio, 

.Net  and  BizServer  tools 

■  BEA  WebLogic  server  and  tools 
s  IBM  WebSphere  server  and  tools 
*  Sun  iPlanet  server  and  tools 

■  Other 

BASE:  IT  PROFESSIONALS 
AT  170  COMPANIES 


SOURCE:  CUTTER  CONSORTIUM,  ARLINGTON. 
MASS..  MARCH  2002 


Active  Surfers 

Consulting  firms’  estimates  of 
the  number  of  Americans 
who  regularly  use  the 
Internet  (2001): 


102M 

Jupiter  Media  Metrix 

104M 

Nielsen/NetRatings 

119M 

eMarketer 

141 M 

Gartner  G2 

SOURCE:  EMARKETER  INC.,  NEW  YORK, 
FEBRUARY  2002 
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IT  CAREERS 


SB 


It  is  at  the  heart  of  our  work,  not  only  the  energy  we  provide  to  the  entire  world,  but  also 
the  energy  which  drives  our  people.  The  following  represents  our  needs  in  Saudi  Arabia: 

A  BS  degree  is  required  for  all  of  these  positions.  For  more  information  about  our 
28  open  positions,  please  visit  our  web  site  at 

www.jobsataramco.com 

Network  Storage  Administrator 
UNIX  certification,  preferably  SUN  Solaris, 
is  required.  Knowledge  and  experience  in 
the  following  areas  is  highly  desirable: 

UNIX,  Windows,  Veritas  Modules 
(Netbackup,  HSM,  File  System,  Volume 
Manager);  Network  File  System  (NFS) 
performance;  storage  management 
concepts,  methodologies  and  software 
products;  network  storage  architectures 
and  protocols  (e.g.  NFS,  CIFS). 

Communications  Engineer 
Requires  7  years’  experience,  including: 
fiber  optics  installation  and 
maintenance;  network  management 
applications  such  as  HP  Openview  and 
Alcatel  NMS;  installation  of  Local  Area 
Network  (LAN)  switches,  preferably 
Alcatel  and  CISCO;  mainframe,  mini 
computer  and  micro  computer  system 
installation  to  include  software  such  as 
Microsoft  Windows. 

EDP  Systems  Analyst 
Requires  7  years'  experience  in 
managing  and  pro-actively  monitoring 
Enterprise  Servers  running  Windows 
NT/2000  Operating  Systems.  Strong 
ability  in  troubleshooting  Windows 
Operating  Systems  and  Network  related 
problems  as  well  as  thorough 
knowledge  and  background  in  Microsoft 
Web  Technologies  and  Services  are  a 
must.  Experience  in  data 
communications  and  network  protocol  is 
also  essential. 

EDP  Systems  Analyst 
Candidates  must  have  10  years' 
experience  and  have  served  several 
years  as  a  Logistics  Manager  or  in 
Production  Planning,  Material 
Management  or  Sales  Logistics.  Certified 
and  a  specialist  in  SAP  R/3  version  4.0  or 
higher  in  (PP)  Production  Planning,  (MM) 

Material  Management  or  (SD)  Sales  and 
Distribution  is  required. 

EDP  Application/Systems  Specialist 
Requires  12  years'  experience  in  IT  and  5+ 
years'  experience  in  SAP  as  well  as  SAP 
Certification  and  thorough  knowledge  of 
SAP  R/3  (Version  4.6+)  Profile  Generator, 

SAP  R/3  and  BW  security  tools,  tables  and 
related  components,  and  SAP  BW  (Version 
2.0+)  architecture  and  data  flow  strategy. 


EDP  Application/Systems  Specialist. 
Must  be  familiar  with  UNIX  OS  and  have 
a  combination  of  1  year  experience  with 
SAP  R/3  and  3  years'  experience  in 
internet  technologies  or  3  years  with 
SAP  R/3  and  1  year  in  internet 
technologies/Oracle.  Experience  must 
also  include  Sun  Microsystems 
hardware,  Oracle,  XML,  Java,  e- 
Commerce,  Java  Script,  mySAP  products. 
Business  Connector,  webmethods,  HTML 
and  TCP/IP. 

Systems  Analyst 

Requires  10  years'  experience  working 
for  large  installation  in  support  of  UNIX 
operating  systems  and  certification  in 
SUN  Solaris  administration.  Fluency  in 
Perl  scripting  and  UNIX  shell  scripting  a 
must. 

EDP  Systems  Analyst 
Candidates  must  have  10  years' 
experience,  including  3+  years  in  a 
specific  SAP  Module  (Finance, 
Hydrocarbon,  Supply  Chain 
Management,  Quality  Management  or 
Business  Warehouse)  as  well  as  in  full 
SAP  lifecycle  implementation  and 
configuration. 

Business  Systems  Analyst 
Requires  10  years'  experience  and 
competency  in  MS  Word,  PowerPoint 
and  Excel,  MS  Access  skills  desirable. 
Excellent  abilities  in  spoken  and  written 
English  is  essential.  A  background  in 
change  management  connected  with 
SAP  a  plus. 

C 

Systems  Analyst/SUN  Solaris 
Requires  5+  years'  experience  in 
developing  and  implementing  computer 
systems  and  procedures  within  an 
information  technology  environment 
coupled  with  knowledge  of  SUN 
hardware  platforms. 

SAP  Training  Specialist 
Must  have  7  years  combined  SAP  design 
and  configuration  or  SAP  course 
development  and  delivery  experience.  A 
background  with  SAP  Implementation/ 
Training  Logo  Partner  and  proficiency  in 
Word  and  PowerPoint  are  required.  SAP, 
KW,  ASAP  and  Documentum  skills  a  plus. 


For  consideration,  please  send  a  resume  to  Aramco  Services 
Company,  reference  code  06H-CW,  in  one  of  the  following 
ways:  E-mail:  resumes@aramcoservices.com  (please  cut  and 
paste  rather  than  send  an  attachment);  Fax:  (713)  432-4600; 
Mail:  P.O.  Box  4530,  Houston,  TX  77210- 
4530. 


apgmuJIgSaljI 
Saudi  Aramco 


PeopleSoft  has  opportunities  for  technical 
and  marketing  professionals  in  California 
(Pleasanton,  San  Mateo,  Santa  Clara,  Encino, 

Irvine,  and  other  locations),  Bethesda,  MD, 

Waltham,  MA,  Teaneck,  NJ,  Atlanta,  GA,  Dallas, 

TX,  Miami,  FL  and  various  other  locations  within 
the  U.S.  for: 

Software  Engineers  (0301) 

Development  Managers  (0302) 

Consultants  (0303) 

Systems/Programmer  Analysts  (0304) 

Technical  Support  Analysts  (0305) 

User  Support  Analyst  for  job 
located  in  Miami,  FL.  40  hour 
week,  4:PM-12:midnight.  Bach¬ 
elor's  or  foreign  degreee  equivalent 
in  Electronic  Engineering  or 
Computer  Science.  2  years 
experience  in  job  offered  or  2 
years  as  Computer  Maintenance 
Engineer.  Investigate  and  resolve 
computer  software  and  hardware 
problems;  apply  knowledge  of 
computer  software,  hardware 
and  procedures;  talk  with 

coworkers  to  research  problems 

and  find  solutions,  install  com¬ 
puters,  software  and  peripheral 
equipment.  Submit  resume  to 
Dr.  Jack  L.  Sparks,  11155  SW 

1 12  Av„  Miami,  Florida,  33176  or 
fax:305-595-4162 

Technical  Writers  (0306) 

Curriculum  Specialists  (0307) 

Marketing  Analysts  (0308) 

Program/Product  Managers  (0309) 

Marketing  Managers  (0310) 

For  consideration,  please  send  your  resume  to: 

PeopleSoft 

Talent  is 

Attn:  Human  Resources  Manager 

2377  Gold  Meadow  Way,  Suite  110 

the  fuel  of 

Gold  River,  CA  95670 
fax:  916-631-1515 

the  new 

Please  include  the  four  digit  code  of  the 
position(s)  you  are  interested  in  on  your  resume 
or  cover  letter.  We  support  workforce  diversity. 

Visit  our  website  at:  www.peoplesoft.com 

economy. 

CUSTOMERS  ■  EMPtGYEES  -  SUPPLIERS 

Fill  up 
with 

pFQp|  f  People  power  the  internet; 

ITcareers. 

IT  careers  and 

IT  careers.com 

It’s  like  having 

can  put  your 

the  i nsi de  track  on 

message  in  front 

all  the  hottest  tech  jobs. 

of  2/3  of  all  US 

all  the  time. 

IT  professionals. 

. 

If  you  want  to 

make  hires, 

**  ft 

make  your  way 

into  our  pages. 

Call  Janis 

Crowley  at 

1-800-762-2977 

^  Sin' 

The  hottest  job  leads  you  can’t 
find  anywhere  else  are  all  right 
here.  That’s  because  Dice  is  all 
tech  jobs,  all  the  time.  Get  the 
inside  track  on  the  best  tech 
jobs.  Go  to  dlce.com  today. 

IT  CAREERS 

where  the  best 
get  bettor 

Dice 

©  2002  Dice.com 

Computerworld  •  InfoWorld 


Network  World  •  June  17,  2002 


Programmer  wanted  by  health¬ 
care  industry  software  developer 
in  Pasadena,  CA.  Will  work  with 
team  of  developers  in  writing 
JAVA  code  &  testing  in  a  number 
of  environments  including 
Windows  NT/2000,  Linux,  etc. 
Bachelors  in  Engineering,  Sci¬ 
entific  or  Computer  field  required. 
Send  resume  to  Hamid  Amjadi 
of  Prime  Clinical  Systems  at 
3675  E.  Huntington  Dr.,  Ste.  A, 

Pasadena,  CA  91 1 07. 

Technical  Specialist-Scripting 
wanted  by  Internet  Strategy 
Consultants  co.  in  White  Plains, 
NY  to  dsgn,  dvip,  code  &  maintain 
internet  based  s/ware  applic 
using  Javascript,  iExpert  & 
HTML.  Test,  troubleshoot  & 
enhance  system  s/ware  applies. 
Must  have  Masters  in  Math, 
Comp  Sci  or  closely  related  &  1 
yr  exp.  Respond  to  HR  Dept, 
ProAct  Technologies  Corp,  120 
Bioomingdale  Rd,  3rd  FI,  White 
Plains,  NY  10605. 

Software  Engineer  in  CA:  Develop 
mass  computer  storage  man¬ 
agement  software  using  C, 
Oracle,  Sun  Solaris  &  PL/SQL; 

deploy  application  software  to 

Windows  NT  &  HP  Unix;  consult 

vendors.  Extensive  travel.  Req 
MS  in  engineering,  computer 
science  or  related  plus  2 

yrs  work  exp.  Send  resume  to 
DeLaLuz  Technologies,  Inc., 
4340  Scotts  Valley  Dr.,  Ste.  D, 

Scotts  Valley,  CA  95066. 

Database  Administrator  and 
Developer  sought  by  internet 
payments  company  in  San  Fran¬ 
cisco,  CA.  Responsible  for  data 
modeling,  database  architecture, 
table  and  resource  monitoring, 
data  validation,  account  and  per¬ 
formance  management,  backup 
and  recovery  and  security  alter¬ 
natives. Requires  Bachelor's  in 
computer  science,  math  or  engi¬ 
neering;  4  yrs  related  experience 
as  an  Oracle  DBA;  working 
knowledge  of  UNIX  and  devel¬ 
oping  object  oriented  Enterprise 
Java  applications  and  related 
security  technologies.  Respond 
by  resume  to  Norm  Barnett, 
Achex,  Inc.,  6200  S.  Quebec  St., 
Suite  2000W,  Greenwood  Village, 
CO  80111. 

Sr.  Software  Engineer  wanted  by 

Media  Mgmt  Co  in  Manh.  Lead 

dvlpmt  of  tech  architecture  for 

global  syst;  dvip  appl  source 

code  &  doc;  plan  &  schedule 

projs;  lead  jr  dvlpmt  staff.  BS  in 

Comp  Sci  or  Engr  &  1  yr  exp  in 

job  offd  req.  Respond  to:  KM/HR 

Dept,  PO  Bx  4241 ,  GCS,  NY,  NY 

10163. 

Programmer  Analyst 

The  Lambents  Group,  Inc.  seeks 
a  Programmer  Analyst  in  our 
Frankfort,  KY  loc.  Position 
involves  analysis,  programming, 
design,  testing,  implementation 
and  development  of  application 
and  system.  Involves  use  of 
technologies  including  Foxpro 
2.6/Visual  Foxpro  6.0,  Vis  Basic 
5/6.0,  ADO,  RDO,  Crystal 
Reports,  Rbase  and  main  frame. 
Must  hold  a  Masters  degree  in 
Comp.  Sci.  or  related  field  &  1  yr 
relevant  experience.  Applicants 
send  resume  to  Lambents 
Group,  1425  Jefferson  Rd.,  Ste 
18,  Rochester,  NY  14623. 

SAP  Project  Manager  -  Miami, 
FL;  sought  by  Global  Logistics/ 
Freight  Fwdg  Co.  Req'd  to  design 
&  implement  global  SAP/R3 
projects  in  Latin  America;  Develop 
IT  sytms  with  H/W  infrastructure, 
enhance  sytms  &  operating  effi¬ 
ciency.  Must  have  Bach  Deg  in 
Systems  or  Comp.  Engg  &  2  yrs 
exp  either  in  job  offd  or  as  S/W 
Engr  or  S/W  Dvlper.  Must  be 
exp'd  in  SAP  R/3  &  must  demon¬ 
strate  ability  to  work  globally  on 
installations  in  mainframe  &  NT 
eviron.  Req'd  to  travel  to  LATAM 
once  mthly.  Send  resume  to  IT 
Mgr,  Panalpina,  Inc.,  3505  NW 
107th  Ave.,  Miami,  FL  33178. 

Web  Developer.  Develop  and 
write  computer  programs  for 
Web  development  projects. 
Tools  include  HTMLstds.,  web-au¬ 
thoring  tools,  JAVA  or 
JavaScript,  interactive  apps.  of 
web-based  technology,  and 
graphics-related  s/ware.  Com¬ 
petitive  salary.  Bachelor  degree 
in  Computer  Graphic  Design,  or 
sim.  field,  req'd,  as  is  6  mos.  of 
exp.  in  a  web  development  posi¬ 
tion.  Will  accept  a  grad,  level  de¬ 
gree  in  listed  field  of  study  in  lieu 
of  prior  exp.  Resumes  to  Kim¬ 
berly  Miller,  Dir.  of  H.R.,  Rose- 
Hulman  Institute  of  Technology, 
Job  #2470.01 , 5500  Wabash  Av¬ 
enue, Terre  Haute,  IN  47803. 

Senior  Software  Developer. 
Develop  &  maintain  Marketing 
Automation/Campaign  Mgmt 
s/w.  Code  base  programming 
duties  involving:  Java,  Windows, 
UNIX,  OO,  C/C++,  Visual  Basic, 
ActiveX,  CORBA,  RMI,  TopLink, 
Oracle,  SQL  Server,  &  DB2.  40 
hrs/wk.  Location:  Raleigh,  NC. 

(  Note:  no  relocation  assistance.) 
Req:  BS,  Comp.  Sci.  or  related,  & 

5  yrs  comp,  s/w  programming 
exp.  Requirements  may  be  met 
by  equivalent  based  on  educa¬ 
tion  &  experience.  All  resumes 
must  incl.  Soc.  Sec.  #.  If  not  a 
U.S.  citizen  or  permanent  resi¬ 
dent,  specify  current  visa  status. 
Send  resume  to:  Jobs@vbsolu- 
fions.com.  and  refer  to  iob  code 
SRSD1. 

Programmer/Analysts  needed. 
Object  Solutions,  Inc.  has  senior 
level  positions  available  for  qualified 

candidates  possessing  BS  or 
equiv.  and/or  relevant  work 
experience.  Work  with  3  of  the 
following:  BEA-Tuxedo,  BEA- 
Weblogic,  1  Planet,  Oracle  and 

OS  Kernel.  Mail  resume, 

references  &  transcripts  to:  Object 

Solutions,  Inc.,  Attn:  HR,  3025 

Harbor  Lane,  #312,  Plymouth, 

MN  55447-5119. 

IT 


where  the  best  get  better 

1-800-762-2977 


Computer 

AlphaSoft  Services  Corp.  is 
a  rapidly  growing  systems 
integration  &  consulting  services 
provider.  We  are  currently 
recruiting  for  the  following  f/t 
openings  in  Walnut  Creek,  CA: 

•  Software  Engineers 

•  Computer  Programmers 

•  Project  Engineers 

•  Jr.  Project  Engineers 

All  positions  may  require  travel 
and/or  temporary  relocation. 

For  more  information,  please 
visit  our  website  at  www.alphasoft 
services.com,  or  see  our  listings 
at  www.dice.com.  Apply  by  mail 
to  HR,  2121  N.  California  Blvd. 
#500,  Walnut  Creek,  CA  94596. 
(925)  932-3743  -  fax,  or  email 
ITJOBS  @  alphasoftservices.com . 


Thomson  Financial  Inc.  seeks  a 
Database  Administrator  (Boston, 
MA)  to  provide  comprehensive 
DB  admin,  services  to  implement 
Oracle  &  Sybase  DBs  for  Sun 
Solaris/HP-UX  &  NT  OS;  support 
development  for  JDBS  &  SQLJ; 
&  use  WebDB  for  production 
support  &  devel.  Min.  require¬ 
ments:  Master's  degree  or  equiv. 
in  Computer  Sci.,  any  Engineer¬ 
ing  area  or  related  field,  +  5 
years  of  exper.  as  DB  Adminis¬ 
trator  working  in  Oracle  &  Sun 
Solaris  envir.;  exper.  must  incl. 
3  yrs  of  JDBS,  SQLJ  &  WebDB 
(aka  Oracle  Portal)  in  the 
Sybase/HP-UX/NT  envir.  Pis  re¬ 
spond  to;  Nicole  White,  HR, 
Thomson  Financial,  22  Thomson 
Place,  Boston,  MA  02210. 


Release  Manager  sought  by  in¬ 
ternet  payments  company  located 
in  San  Francisco,  CA.  Responsible 
for  configuration  and  build  man¬ 
agement  of  an  expanding  suite 
of  software  payment  products 
using  PVCS.Requires  Bachelor's 
in  computer  science  or  related 
field;  2  yrs.  exp.  as  release  man¬ 
ager;  working  knowledge  of 
PVCS,  UNIX  shell  scripting  and 
web-based  software  development. 
Respond  by  resume  to  Norm 
Barnett,  Achex,  Inc.,  6200  S. 
Quebec  St.,  Suite  2000W, 
Greenwood  Village,  CO  80111. 


SOFTWARE  DEVELOPER  to 
design,  develop,  analyze  and 
implement  business  application 
software  systems  on  AS/400, 
Windows  and  UNIX  in  Access, 
SQL  or  DB2/400  databases 
using  RPG,  SQL  server,  Oracle 
and  C++;  management  support, 
data  conversion  and  develop 
special  tools  for  auditing  data 
recovery,  Require:  Eight  years 
experience  in  the  job  offered  or 
any  experience  providing  skills 
in  described  duties.  Competitive 
salary  and  benefits,  40  hours 
week,  8:30am  to  5:30pm,  M-F. 
Apply  with  resume  to:  Corporate 
Human  Resource  Manager, 
PRG-  Schultz  International,  Inc., 
2300  Windy  Ridge  Parkway, 
Suite  100  North,  Atlanta,  GA 
30339-8426 


Engineering  Programmer 

(Houston,  TX):  Covert  mechanical 
engineering  formulations  to 
Computer  Numerical  Controlled 
(CNC)  programs  to  manufacture 
oil  field  equipment.  1  yr.  Related 
exp.  Contact:  Lan  of  TNN 
Manufacturing,  Inc.  at  8330  West 
Little  York,  Houston,  TX  77040; 
(713)  849-0062  (T);  Email: 
tien@tnnmanufacturina.com. 


Systems  Engineer:  Research, 
design,  and  develop  software 
systems.  Perform  AppWorx/ 
Unix/NT/Oracle  administration. 
Integrate  Oracle  Applications, 
Banner,  Retek,  Peoplesoft,  SAP 
and  related  ERP  systems  and 
applications.  Develop  Unix  Shell, 
and  Oracle  PL/SQL  scripts. 
Develop  systems  interfaces. 
Configure/integrate/implement 
ERP  systems.  Must  have  MS  or 
equivalent  in  Comp.  Sciences, 
MIS  or  closely  related  field.  Will 
consider  BS  and  five  yrs  exp.  in 
lieu  of  MS.  Job  in  Charleston,  WV 
and  other  locations.  $70,000/ 
year.  Send  resume  to  HR,  U.S. 
Professionals,  LLC,  200  Associ¬ 
ation  Dr.,  Charleston  WV  2531 1 . 
Fax  (888)  250-5888.  E-mail: 
jobs@uscorp.com 


Software  Engineer:  Research, 
design  &  develop  software 
systems  using  Visual  Age,  Web¬ 
Sphere  Appln  Server,  Servlets, 
EJB,  XML,  Rational  Rose,  Oracle, 
ADSO,  IDMS,  IMS,  JCL,  Hiper- 
station,  Viasoft,  DB2,  MS  Visio  & 
related  tools.  Perform  functional/ 
business  rqrmnt  analysis.  Cus- 
tomize/enhance/configure/lnte- 
grate  software  systems.  Develop 
testing  procedures  &  perform 
testing.  Must  have  BS  or  eqvlnt 
in  Comp.  Sci,  Math  or  closely 
related  field  and  4  yrs  exp  in  soft¬ 
ware  design  &  development.  Job 
in  Chicago  &  other  locations. 
Multiple  positions.  Competitve 
Salary.  Apply  to  HR,  Pixel  Infor¬ 
mation  Technology  Corp,  3300 
W.  159th  St.  #206,  Markham,  IL 
60426.  FAX:  708-225-7763. 


Adventsoft  Technologies  Inc., 
located  in  Richardson,  Texas  is 
seeking  Software  Engineers  and 
Business  Systems  Analysts. 
Requires  MS/BS  or  equivalent 
and/or  relevant  work  experience. 
Further  details  posted  at 
www.adventsoft.com. 


System  Support  Specialist  wanted 
for  Mesquite,  TX  telecommuni¬ 
cations  Co.  Perform  systm  archi¬ 
tecture,  admin,  back-ups  &  trou¬ 
bleshooting.  Install,  configure  & 
maintain  Sun  enterprise  h/ware, 
midrange  servers  &  Veritas  & 
Netscape  networks.  Disaster 
recovery  &  shell  prgmg  Solaris, 
Win  NT/2000  &  HP-UX  envrmnts. 
Req:  B.Sc  in  Comp  Sci,  Electrical 
Engg  or  closely  related  &  2  yr 
exp.  Send  resume  to:  HR  Dept, 
Tyco  Electronics  Corp,  3000 
Skyline  Drive,  Mesquite,  TX 
75149.  Fax:  972-284-2055 


Lead  Systems  Analyst:  Worldwide 
business  applications  advisory 
role  for  Sr.  Mgmt/Staff/Clients; 
analyze  viability  of  emerging 
tech,  appls.  for  bus/risks/costs; 
oversee  quality  control  of  system 
function  and  design.  Clt  training/ 
conversion;  IBM  mainframe, 
Mantis  SQL,  CICS,  COBOL. 
Competitive  salary.  Bachelors  in 
Comp  Sc./lnfo.  Tech  w/rel/exp. 
Resume  to  H.  Farell,  HR  Mgr. 
Carlson  Wagonlit  Travel,  P.O. 
Box  59159,  Minneapolis,  MN 
55459. 


Systems  Analyst;  Greenville,  SC: 
Perform  high  level  systems 
analysis,  design  &  requirements. 
Coordinate  the  development 
of  information  systems  &  com¬ 
munication  to  develop  workable 
systems  detailed  to  user's  needs. 
Act  as  liaison  with  various  county 
offices,  municipalities,  staff  & 
outside  consultants  in  the  plan¬ 
ning,  implementation  &  mainte¬ 
nance  of  computer  systems  & 
enhancement.  Train  personnel 
on  usage  of  systems  &  applica¬ 
tions.  40  hrs  per  wk;  8  a.m.- 
5  p.m.  Bachelor's  degree  or 
equivalent  in  Information  Systems 
or  Computer  Science  &  2  yrs 
exp.  in  the  position  offered  or  in 
related  systems  analysis  position. 
2  yrs  exp.  must  include  experience 
in  Cognos  "Powerhouse"  pro¬ 
gramming  language,  law  enforce¬ 
ment  software  or  local  govern¬ 
ment  systems,  and  AS400  and 
RPG.  Alternatively,  the  employer 
will  accept  a  qualified  applicant 
with  4  yrs.  exp.  in  the  in  the  posi¬ 
tion  offered  or  in  related  systems 
analysis  position.  4  yrs  exp.  must 
include  exp.  in  Cognos  "Power¬ 
house"  programming  language, 
law  enforcement  software  or 
local  government  systems,  and 
AS400  platform.  Send  resume  to 
Dale  Rice,  County  of  Greenville, 
301  University  Ridge,  Greenville, 
SC  29601 . 


Software  Engineer  -  Develop, 
customize,  and  implement  CAE, 
PDM  (Product  Data  Management) 
and  PKM  (product  Knowledge 
Management)  software  packages 
to  be  used  by  engineers  and 
manufacturers.  Duties  include 
auditing  customer's  engineering 
process,  ascertaining  require¬ 
ments  in  software  systems,  de¬ 
veloping  specifications,  writing 
code,  testing  results,  delivering 
final  products,  and  providing 
technical  support.  Mainly  use 
COBOL,  WorkManager,  Visual 
C++,  eMatrix,  COM/DCOM,  and 
other  commonly  used  tools/plat¬ 
forms.  Reqs:  Bachelor  or  equiv¬ 
alent  foreign  degree  in  Computer 
Science  or  Computer  Engineer¬ 
ing  and  5  yrs  exp  as  a  Software 
Engineer,  Programmer  Analyst, 
Computer  Programmer,  Software 
Consultant,  CAE  Development 
Engineer,  or  Technical  Lead. 
Must  have  6  mths  exp.  using  at 
least  3  of  the  tools/platforms 
specified  in  the  job  duties. 
$64,714.00/yr,  40  hrs/wk,  8a-5p. 
M-F.  Mail  resume  to  Colorado 
Department  of  Labor  and  Em¬ 
ployment,  Employment  Programs, 
ATTN:  Jim  Shimada,  Two  Park 
Central,  Suite  400, 1515  Arapahoe 
Street,  Denver,  CO  80202-21 17, 
and  refer  to  reference  number 
CO5021303.  Application  is  by 
resume  only. 


Digeo  seeks  Lead  S/W  Architect 
for  Palo  Alto,  CA  office.  DESC: 
Arch,  dsgn,  &  impl.  highly  scalable 
data  distrib.  sys,  apps,  &  middle 
ware  data  access  &  comm,  layers 
for  trans.  of  dig.  TV  brdcst.  &  mul¬ 
timedia  datacast  util.  C/C++,  XML, 
RDBMS  Linux/Unix,  &  Win.  Ensure 
secure  trans.  of  data  from  head 
unit  to  set  top  boxes  via  hybrid 
fiber  coaxial  netwks  util.  TCP/IP, 
HTTP,  FTP,  multicast,  MPEG-2 
datacast,  &  gen.  cryptography 
like  digital  sig,  DRM,  &  SSL. 
REQ:  BS  in  CS,  Math,  or  EE  +  5 
yrs  exp.  dsgn.  &  dev.  netwk. 
apps.  util.  C/C++,  TCP/IP  on  Unix, 
&  Win.  In  add.,  2  yrs  exp.  dsgn, 
dev,  &  impl.  highly  scalable  secure 
data  distrib.  sys.  util,  internet  arch. 
&  protocols,  TCP/IP,  HTTP(s), 
FTP,  Multicast,  XML,  DRM  Sys. 
&  Cryptography.  Prem.  sal  +  bns 
&  benes.  Pis.  reply  to  HR,  Job  # 
Di-102,  881 5-1 22nd  AVE  NE, 
Kirkland,  WA  98033. 


SOFTWARE  ENGINEER  to  pro¬ 
vide  on-site  consultancy  in 
design,  development,  customiza¬ 
tion  and  maintenance  of  e-com- 
merce  web-enabled  applications 
software  using  .Net  Csharp,  ASP, 
ADO,  ActiveX,  COM/DCOM,  XML, 
VB,  Oracle  and  related  technolo¬ 
gies;  provide  systems  software 
support  on  Windows  NT,  SQL 
Server  and  AS/400.  Require: 
Bachelor  (or  equivalent)  in 
Computer  Science  or 
Information  Systems  and  three 
years  experience  in  the  job 
offered  or  any  experience  pro¬ 
viding  skill  in  described  duties. 
40%  travel  required  to  client 
sites  within  the  United  States. 
Salary:  $64,500  per  year,  9  am 
to  5:30pm,  M-F,  40-  hour/Week. 
Mail  resume  to:  President,  K2 
Technologies,  Inc.,  2107 
Franklin  Drive,  Papillion,  NE 
68133. 


S/Ware  Engineers  sought  by 
on-line  brokerage  firm  in  Manh 
to  dsgn,  dvip,  implmnt,  test  & 
support  s/ware  &  customized 
applies  for  complex  fin’l  data 
analysis  using  Talarian,  FX  Op¬ 
tions,  JDeveloper,  Loadrunner 
tools,  Ja'  a  JDK,  JDBC,  AWT, 
SWING,  C++,  C,  Unix  Shell 
prgmg,  PL/SQL,  Oracle,  Smart 
Sockets,  Visual  Cafe,  Optimize 
It,  Smarteam  Version  Control, 
WinRunner,  J  Unit  &  J  Menter. 
Dvip  &  enhance  fin'l  product  for 
FX  Option  trading  system.  Dvip 
internet  applies  for  MS  based  & 
Unix  platforms.  Improve  &  dvip 
fin'l  workflow  models,  review 
defect  reports,  maintain  production 
s/ware,  debug  defects,  enhance 
fin'l  s/wares,  modify  &  analyze 
production  codes,  test  &  direct 
fin'l  s/ware  testing  procedures. 
Bach  in  Comp  Sci,  Math  or  Engg 
reqd.  Exp  reqd.  Respond  to  ICor, 
J.  Bolduc,  HRG  #3,  500  5th  Ave, 
Ste320.  NY,  NY  10110. 


Computer  Professionals  (Multi¬ 
ple  Positions)  w/exp  in: 

Cobol,  DB2,  CICS,  IMS,  MVS, 
JCL,  ERWin,  Delphi,  NFS,  NIS, 
DHCP,  HACMP,  Raid  Arrays,  Pro 
*C,  C,  C++,  VC++,  HTML,  Perl, 
Veritas  Volume  Manager,  Bourne, 
K  Shell,  Java,  Java  Script,  ASP, 
Corba,  EJB,  JSP,  Swing,  AWT, 
Weblogic,  Websphere,  Servlets, 
COM/DCOM,  IIS,  EDI,  .Net,  Ac¬ 
tiveX,  AIX,  WinRunner,  Peoplesoft, 
Peoplecode,  Veritas,  Sun  Cluster, 
NetBackup,  HP  Open  View 
backup, Linux,  Unix,  HP-UX,  AIX, 
DOS,  Windows  NT,  VAX/  VMS. 
VB,  PB,  Sybase,  PUSQL,  T-SQL, 
ODBC,  JDBC,  MS  SQL  Server, 
SQL'Plus,  SQL'Loader,  Oracle, 
Datawarehouse,  Forms,  Reports, 
Oracle  DBA,  Oracle  RDBMS, 
Dynix/Ptx,  Oracle  Apps  (GL,  AP. 
AR,  OE,  BOM,  PO,  HR,  INV)  Ora¬ 
cle  Financial  Applic.,  Oracle  De¬ 
signer,  MS  Access,  Excel,  Cisco 
Router,  Windows  NT,  DOS,  Sun 
Solaris  Cluster,  Sequent  Server, 
Aries  Servers, Sun  Solaris  system 
&  Network  Admn..  SUN,  SUP 
Servers,  ACL,  TCB,  Developer 
2000,  Designer  2000,  Rational 
Rose,  Numega  Bounds  Checker, 
True  Coverage,  True  time,  OOAD, 
MFC  library,  SEI-CMM,  ERWin 
and  related  tools. 

Apply  to:  STG,  Infl  Ltd.,  3340 
Peachtree  Road,  Suite  #1800, 
Atlanta,  GA  30326. E-mail: 
recruiter@stgil.com 


Programmer  Analysts  needed: 
Analyze  software  requirements; 
Research  design  and  develop 
computer  software.  Work  with  3 
of  the  following:  VB,  Oracle,  MS 
Access.  UNIX  and  Windows 
NT.  Requires  BS  degree  or 
equivalent  and/or  relevant  work 
experience.  Mail  resume,  tran¬ 
scripts,  references  and  salary 
requirements  to:  Citicorp  Credit 
Svcs,  Inc.,  Attn:  Beverly  Hauder, 
Tech  Center,  8333  Royal  Ridge 
Parkway,  Irving,  TX  75063. 


Programmer/Analyst 
Analyze,  design  and  develop 
integrated  healthcare  apps. 
using  Visual  Basic,  Windows  NT 
design  of  GUI,  VB.NET,  ASP, 
ASP.NET,  Crystal  Reports.  SQL 
Server  7.0/2000.  Prevailing 
wage/benefits.  2  yrs.  exp  in 
developing  healthcare  apps 
using  above  tools.  BS  (or  foreign 
equiv).  Send  resume  to  HR 
MDS  International,  Inc.  11330 
Lake  Field  Dr.,  Ste.  140,  Duluth, 
GA  30097.  EOE. 
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Technical  Leader,  DBA 


Who  we  are  GE  Energy  Services,  headquartered  in  Atlanta, 

GA  is  the  total  operations  support  provider  for 
owners/operators  of  industrial  power 
generation  equipment.  We  provide  best-in-class 
control  solutions,  on  a  multitude  of  control 
platforms,  for  GE  and  non-GE  turbines  and 
engines.  GE  Energy  Services  is  part  of  GE 
Power  Systems  which  provides  solutions  for 
power  generation  and  power  management, 
gas  processing  and  transmission,  and  plant 
and  enterprise  control.  Most  importantly,  we 
offer  superior  integration  -  bottom-to-top 
customer  preferred  products  and  total  project 
management,  including  installation, 
commissioning,  and  service. 


Who  we  need  TECHNICAL  LEADER,  DBA  -  Located  in 
Atlanta,  GA  this  individual  will  manage  and 
support  mission  critical  data  and  information 
systems  to  collect,  store,  retrieve  and  detect 
events  on  data  and  machinery  condition 
systems.  Responsibilities  include,  but  are  not 
limited  to,  specification,  design,  development, 
implementation,  support  and  implementation 
of  these  systems.  The  systems  will  consist 
of  Gas  Turbines  and/or  Steam  Turbines 
worldwide.  The  individual  will  perform 
independent  evaluation,  selection, 
modification,  and  adaptation  of  standard 
techniques  and  procedures,  and  integrate 
standard  products  into  custom  system 
applications.  This  individual  will  also  be  called 
upon  to  work  with  teams  of  engineers  or 
technicians  on  projects  both  in  the  operations 
oversight  as  well  as  system  development  area. 

The  successful  candidate  will  possess  a  BS  in 
computer  science  or  engineering,  a  minimum 
5  years’  DBA  experience  with  highly  volatile 
mission  critical  data  storage  of  over  2+  Tb 
systems.  Experience  with  Oracle  8i,  EMC 
Storage  Area  Networks,  Sun  Solaris  &  Sunfire 
Technology,  Veritas  &  Unix  Shell  Script 
Environments.  Experience  working  in  the 
integration  of  new  development  with  legacy 
systems  while  maintaining  a  reliable 
production  environment.  (Requirements- 
Design-Development-Testing) 


How  to  apply  As  a  part  of  GE,  you’ll  join  a  global  team  of 
people  with  worldwide  career  opportunities. 
We  offer  a  competitive  salary,  outstanding 
benefits  package  and  the  professional 
advantages  of  an  environment  that  supports 
your  development  and  recognizes  your 
achievements.  To  apply,  please  e-mail 
your  resume,  referencing  code 
GEPS/XXXXXX/AN030,  to: 
opportunities@gecareers.com  We  are 
an  Equal  Opportunity  Employer. 


GE  Energy  Services 


We  bring  good  things  to  life. 

I 


PAREXEL  International  currently 
has  the  following  positions  avail¬ 
able: 

At  900  Chelmsford  Street,  Lowell, 
MA  office: 

Senior  Manager  E-Services  - 

Requires  Bachelor's  or  equiv  in 
CS,  Scientific  Engineering  field, 
or  related  plus  3  yrs  exp  in  clinical 
software  development,  including 
1  yr  in  statistical  analysis  and 
modeling  and  1  yrwith  expanded 
access  clinical  programs  (exp 
can  be  gained  concurrently). 
Must  also  have  knowledge  of  US 
and  European  drug  regulations. 
Oracle  Database  Administrator: 
Requires  Bachelor's  or  equiv  in 
Computer  Engineering,  CS,  MIS, 
or  related  field  plus  5  yrs  exp  in 
database  programming  using 
Oracle  in  an  NT  environment 
and  associated  networking  hard¬ 
ware. 

At  195  West  Street,  Waltham, 
MA  office: 

Programmer/Analyst:  Requires 
Bachelor's  or  equiv  in  CS,  Engi¬ 
neering,  Math,  or  related  field 
plus  2  yrs  exp  in  a  computer- 
related  position  uing  Oracle  and 
Java. 

Please  respond  to  hr@parexel. 
com  or  Attn  HR,  PAREXEL 
International  Corp.,  195  West 
Street,  Waltham,  MA  02451 .  EOE. 


Protech  Solutions,  Inc.  Delivers 
Innovative  IT  solutions  to 
business  clients  nationwide.  We 
have  immediate  full  time 
opportunities  for  Programmers, 
Engineering  Programmers, 
Programmer  Analyst,  Systems 
Analyst,  Software  Engineers, 
DBA's,  Consultants  and 
Software  Consultants  in  any  of 
the  following  areas: 
LAN/ANEnterprise  NW,  MS 
Exchange,  Web  Server, 
Terminal  Servers,  Desktop 
Deployment,  Software 
Distribution,  Visual  Studio,  Java, 
C++,  Oracle,  Dev  2000,  MTS, 
MSMQ,  DCOM,  Active  X,  SQL, 
DBA,  MCSD,  OCP,  HTML.SCJP, 
DHTML,  XML,  ASP,  XSL.CSS, 
MCD, COBOL, CICS.DB2, 
IMS,VSAM,TCL,  PL/1,  DBA, 
S/370, ES  9000.ADABAS, 
Natural,  ERP  Systems, 
SAP.Peo  pi  esoft,  Bachelor's 
/Master’s  Degree  required, 
depending  on  position.  We 
also  accept  the  foreign 
educational  equivalent  of 
the  degree,  or  the  degree 
equivalent  in  education  and 
experience.  Excellent  benefits. 
Send  resume/salary  req.  to:  HR, 
Protech  Solutions,  Inc. 
124  W.  Capitol,  Suite  550,  Little 
Rock,  AR,  72201  or 
HR@protechsoft.com 


Senior  Software  Engineer  sought 
by  computertechnology  company 
in  Westminster,  CO  to  work  in 
Westminster  and  other  unantici¬ 
pated  job  sites  in  the  US.  At  a 
senior  level,  engage  in  full  life-cy¬ 
cle  software  development  of 
client/server  and  web-based  ap¬ 
plications,  including  web  sites. 
These  applications  interface  with 
different  relational  database 
management  systems.  Analyze 
requirements.  Create  designs 
and  design  documentation.  Code, 
test,  and  de-bug  the  software 
applications.  Engage  in  project 
management  as  required.  Provide 
technical  support  and  assistance 
to  technical  staff  regarding  internal 
and  external  production  server 
issues.  Use  JAVA,  JAVA  Servlet, 
JAVA  Server  Pages,  HTML,  and 
Integration  Development  Envi¬ 
ronment  development  tool  in  the 
design  and  development  process. 
Requires  Bachelor's  degree  in 
computer  science,  engineering 
or  related  field;  Working  knowledge 
of  designing  and  developing 
web-based  software  applications, 
JAVA,  and  relational  database 
management  systems  (working 
knowledge  may  be  gained  through 
employment  experience  or  in  an 
academic  program).  8am-5pm, 
M-F;  $73,235/yr.  Respond  by 
resume  to  James  Shimada, 
Colorado  Department  of  Labor  & 
Employment,  Employment  & 
Training  Division, Tower  II,  #400, 
1515  Arapahoe,  Denver,  CO 
80202,  &  refer  to  Job  Order 
#005021538 


Engineering  Programmer  (F/T 
openings)  -  Convert  Engg.  problem 
formulations  to  format  processable 
by  computer,  resolve  symbolic 
formulations,  prepare  flow  charts 
and  block  diagrams  and  encode 
resultant  equations  for  process¬ 
ing  by  applying  principles  of 
Engg.:  confer  with  other  Engg. 
and  tech  personnel  to  resolve 
problems  of  intent,  inaccuracy,  or 
feasibility  of  computer  processing; 
develop,  document  and  enter 
program  into  computer  system; 
and  use  1  or  more  of:  ColdFusion, 
HTML,  DHTM  PowerBuilder,  ASP, 
VB,  JavaScript,  MS  Front  Page, 
SQL,  PL/SQL,  Web  Logic  and/or 
Oracle.  Req’s.  Bach's  in  CS, 
Sys.  Analysis,  CIS,  MIS,  BA, 
Comp.  Applications,  Comp.  Engg., 
Electrical  Engg.,  Electronic 
Engg.,  Mech  Engg.,  Civil  Engg., 
Industrial  Engg.,  Physics,  Statistics 
or  Math  or  its  foreign  edu.  equiv. 
+  1  yr  related  exp.  Send  resume 
to  Director,  Computer  Software 
Associates,  Inc.,  14150  A  Willard 
Rd,  Ste.  200,  Chantilly,  VA  20151. 


Terabeam  seeks  VP  of  Tech  Dev 
for  Seattle  Office.  DESC:  Prov. 
tech,  leadership  to  ensure  prod, 
features  &  capability  meet  current/ 
future  market  space  for  ad¬ 
vanced  next  gen.  internetwork¬ 
ing  metropolitan  area  networks. 
Work  w/  sales  force  to  incorp. 
customer  req's  into  prod.  dev.  & 
id  app's  w/in  customer  base. 
Dev.  theoretical  dsgn.  initiatives 
&  id  tech  specs  to  meet  bus. 
req's.  Prov.  dir.  on  prototyping  & 
validation  to  ensure  dsgn  initia¬ 
tives  meet  specs  &  confirm  net¬ 
work  infrastructures  &  free 
space  optics  interoperate  w/ 
cust'r  networking  infrastructures. 
Prov.  dir.  for  sys.  &  network  inte¬ 
gration.  Id.  new  prod's,  tech  & 
services  to  facil.  convergent 
internet  broadband  wireless 
comm  &  exec,  of  bandwidth  rich 
apps.  REQS:  BSEE  +  5  yrs  exp 
dsgn,  dev  &  deployt  of  LAN 
&  WAN  util  network  &  internet 
protocols,  IP  tech's,  ATM,  Frame 
Relay,  Packet  over  SONET, 
TDM,  &Type  2  circuits.  Conduct 
prototyping  &  validation  to  ensure 
interoperability  of  var  networking 
&  internet  tech's  &  infrastructures. 
Exp  may  be  gained  concurrently. 
Pis  send  resume  to  Job# 
102906-NW,  Terabeam,  12413 
Willows  Rd  NE,  Kirkland,  WA 
98034.  Job  #  required  for  con¬ 
sideration. 


DIRECTOR  OFTECHNOLOGY- 
Interior  Construction  Company 
seeks  Director  of  Technology 
with  the  following  responsibilities: 
Oversee  a  network  of  1 00  work¬ 
stations,  15  servers  &  a  tech, 
staff  of  2  programmer  analysts  & 
5  network  technicians;  design  & 
build  construction  information 
system  &  integrate  w/existing 
legacy  accounting  system; 
integrate  existing  construction 
technology  with  AIA  standard 
processes  to  streamline  the 
work  processes.  Successful 
candidate  will  have  a  Bachelor's 
degree  in  Computer  Science  or 
Civil  Engineering,  &  1  y  exp.  in 
job  duties  or  1  yr.  exp.  as  Civil 
Engineer.  Experience  in  DB 
programming,  Drywall  technolo¬ 
gies  &  processes  &  NT  networks 
a  must.  Mail  resume  to  Component 
Assembly  Systems,  620  Fifth 
Ave.,  Pelham,  NY  10803,  Attn: 
John  Rapaport. 


Neoris  Logistics,  Inc,  specializing 
in  E-Logistics  &  Software  has  the 
following  opening  in  Sunrise, 
Florida: 

Software  Engineer:  Plan/develop/ 
test/document  computer  pro¬ 
grams;  module  design/integration/ 
user  interface/code  &  detect  logic 
errors.  B.Sc/equivalent  in  Elec 
Eng/rel  field  w/rel  exp.  Com. 
Salary.  Resume  only:  HR,  13798 
NW  4th  St.,  Ste  300,  Sunrise,  FL 
33325. 


Seeking  qualified  applicants 
for  the  following  positions  in 
Memphis,  TN:  Senior  Technical 
Analyst.  Research,  evaluate, 
implement  and  coordinate 
changes  to  large  complex 
computer  systems/applications. 
Requirements:Bachelor's 
degree'  in  computer  science, 
math,  business  computer  sys¬ 
tems  or  related  field  plus  5 
years  of  experience  in  systems 
development,  including  pro¬ 
gramming.  Experience  with 
PeopleSoft  in  a  UNIX  environ¬ 
ment  and  Informix  also  required. 
Senior  Systems  Programmer. 

Devise  procedures  to  solve  com¬ 
plex  systems  and  applications 
problems.  Bachelor's  degree*  in 
computer  science,  MIS,  engi¬ 
neering  or  related  field  plus  5 
years  of  experience  in  systems 
programming.  Experience  with 
UNIX,  C  and  logistics  code 
development  also  required. 
'Master’s  degree  in  appropriate 
field  will  offset  2  years  of  general 
experience.  Submit  resumes 
(indicating  which  position  you  are 
applying  for)  to  Christin  Decker, 
FedEx  Corporate  Services, 
1900  Summit  Tower  Blvd.,  Suite 
1400,  Orlando,  FL  32810.  EOE 
M/F/D/V. 


Dublin  Manufacturing  Co.  seek¬ 
ing  F/T  expd.  Manager  of  Product 
Support  to  research,  design,  and 
developing  of  computer  software 
systems,  in  conjunction  with 
hardware  product  development. 
Analyze  software  requirements 
to  determine  feasibility  of  design 
within  time  and  cost  constraints. 
Consult  with  hardware  engineers 
and  other  engineering  staff 
to  evaluate  interface  between 
hardware  and  software,  and 
operational  and  performance 
requirements  of  overall  system. 
Formulate  and  design  software 
system,  using  scientific  analysis 
and  mathematical  models  to 
predict  and  measure  outcome 
and  consequences  of  design. 
Bachelor's  degree  in  Computer 
Science,  competitive  salary.  Fax 
resume  to  Alison  (561)  995- 
6027. 


Advanced  Member  ofTech.  Staff- 
Research  &  develop  complex 
computer  solutions  for  large 
businesses.  Build  systems  using 
one  or  more  of  math  models, 
advanced  data  reduction  & 
interpretation  algorithms,  object- 
oriented  prgmming,  client/server 
architecture.  Req.  MS  Comp. 
Sci,  Info.  Sys.  any  field  of  Engg, 
Math,  Stats,  Physical  Sciences 
or  other  related  field  or  equiv 
combo  of  educ  &  work  exp; 
PLUS  1  yr  wrk  exp.  in  job  offered. 
Member  of  Technical  Staff- 
Research  &  develop  computer 
solutions  of  low  to  moderate 
complexity  for  large  businesses. 
Build  systems  using  object- 
oriented  prgming,  &/or  client/ 
server  architecture.  Req  BS 
Comp  Sci,  Info  Sys,  and  field 
of  Engg,  Math,  Stats,  Physical 
Sciences,  or  other  related  field  or 
equiv  combo  of  educ  &  wrk  exp; 
PLUS  1  yr  exp.  in  job  offered  or 
related  occup. 

Resume  to  HR,  Vistaar  Tech¬ 
nologies,  Inc.,  200  Lanidex 
Plaza,  Parsippany,  NJ  07054. 


Sr.  Software  Engineer  wanted  by 
NJ  based  Co  for  job  loc  through¬ 
out  the  US.  Bachelor's  degree  in 
Comp.  Sci.,  Technology,  Engg.  5 
yrs.  of  s/ware  exp.  &  proficiency 
with  AS/400  environment,  coding 
and  developing  applications 
using  RPG/400,  DB2/400  and 
web  based  applications  using 
JAVA  and  JSR  Respond  to:  Softek 
Information  Services,  655  Amboy 
Ave.,  D-Wing,  2nd  fl.,  Woodbridge, 
NJ  07095.  (Ref.  GG  8209).  No 
phone  calls. 
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IT  CAREERS 


SYSTEMS  ANALYST.  Arlington 
Heights,  IL.  Systems  dev't  in¬ 
cluding  analysis,  design,  coding, 
testing,  conversion,  installation 
or  migration  and  documentation. 
Develop  tracking,  validating  &  re¬ 
porting  systems  for  front-office 
(sales  force  automation  &  cus¬ 
tomer  relationship  mgt.  systems) 
and  back-end  (sales  reporting 
and  executive  info  systems) 
applications  using  RDBMS, 
ODBC,  and  Active  X  classes. 
B.S.  any  field,  2  yrs  exp,  40  hrs/ 
wk,  9AM-5PM,  $72,218.00/yr. 
APPLICANTS  MUST  SHOW 
PROOF  OF  LEGAL  AUTHORITY 
TO  WORK  IN  THE  U.S.  Send 
resume  to  ILLINOIS  DEPART¬ 
MENT  OF  EMPLOYMENT  SE¬ 
CURITY,  401  South  state  Street 
-  7  North,  Chicago  IL  60605, 
Attn:  Leila  Jackson.  Ref.  #  V-IL 
27497-J.  AN  EMPLOYER  PAID 
AD.  NO  CALLS  -  SEND  2 
COPIES  OF  BOTH  RESUME  & 
COVER  LETTER. 


SOFTWARE  ENGINEER 

Software  engineer  to  design, 
develop  and  test  computer  pro¬ 
grams  for  business  applications; 
analyze  software  requirements 
to  determine  feasibility  of  design; 
direct  software  system  testing 
procedures  using  expertise  in 
JSP,  Oracle,  Windows  SDK  and 
Apache  Struts.  Requirements: 
Bachelor's  Degree  or  equivalent 
in  Computer  Science  or  related 
field  and  two  years  experience 
as  a  software  engineer  or  com¬ 
puter  programmer,  knowledge  of 
JSP,  Oracle,  Windows  SDK  and 
Apache  Struts.  Salary:  $66,000/ 
year.  Working  Conditions:  8:00 
A.M.  to  5:00  P.M.,  40  hours/ 
week,  involves  extensive  travel 
and  frequent  relocation.  Apply: 
Manager,  Westmoreland  County 
CareerLink,  300  East  Hillis 
Street,  Youngwood,  PA  15697- 
1808,  Job  No.  WEB249363. 


SOFTWARE  ENGINEER 

Software  engineer  to  design, 
develop  and  test  computer  pro¬ 
grams  for  business  applications; 
analyze  software  requirements 
to  determine  feasibility  of  design; 
direct  software  system  testing 
procedures  using  expertise  in 
Weblog ic,  JSP,  SAP  R3  and 
Java  Beans.  Requirements: 
Bachelor's  Degree  or  equivalent 
in  Computer  Science  or  related 
field  and  two  years  experience 
as  a  software  engineer  or  com¬ 
puter  programmer,  knowledge  of 
Weblogic,  JSP,  SAP  R3  and 
Java  Beans.  Salary:  $66,000/ 
year.  Working  Conditions:  8:00 
A.M.  to  5:00  P.M.,  40  hours/ 
week,  involves  extensive  travel 
and  frequent  relocation.  Apply: 
JS  Supervisor,  Greene  County 
Team  PA  CareerLink,  4  West  High 
Street,  Waynesburg,  PA  15370- 
1 324,  Job  No.  WEB249369. 


SOFTWARE  ENGINEER 

Software  engineer  to  design, 
develop  and  test  computer  pro¬ 
grams  for  business  applications; 
analyze  software  requirements 
to  determine  feasibility  of  design; 
direct  software  system  testing 
procedures  using  expertise  in 
EJB,  ATG  Dynamo,  UML  and 
CORBA.  Requirements:  Bache¬ 
lor's  Degree  or  equivalent  in 
Computer  Science  or  related 
field  and  two  years  experience 
as  a  software  engineer  or  com¬ 
puter  programmer,  knowledge  of 
EJB,  ATG  Dynamo,  UML  and 
CORBA.  Salary:  $66, 000/year. 
Working  Conditions:  8:00  A.M. 
to  5:00  P.M.,  40  hours/week, 
involves  extensive  travel  and 
frequent  relocation.  Apply:  Man¬ 
ager,  Beaver  County  Team  PA 
CareerLink,  2103  Ninth  Ave, 
Beaver  Falls,  PA  15010-3957, 
Job  No.  WEB250359. 


Wl  Developer  of  DN  A  and  Protein 
sequence  analysis  software 
seeks  Sr.  Software  Engineer 
to  perform  software  design  and 
development  including  graphical 
user  interfaces,  application  data 
structures  and  algorithms; 
implement  software  protection 
mechanisms;  port  existing 
software  to  different  platforms; 
test  and  debug  applications; 
troubleshoot;  provide  user  support. 
Min.  requirements:  5  yrs.  in  job 
or  job  related  experience  to  include 
software  development  for  scien¬ 
tific/industrial  applications;  leading 
and  coordinating  a  software 
development  team;  cross-platform 
software  development;  adminis¬ 
tering  UNIX  computers;  mathe¬ 
matical  modeling  of  dynamic 
systems;  knowledge  of  and 
experience  using  C,  C++  and 
scripting  languages.  Resumes  to 
HR  Dept.,  1228  S.  Park  St., 
Madison,  Wl  53715.  No  calls. 
EOE. 


SOFTWARE  ENGINEER 

Software  engineer  to  design, 
develop  and  test  computer 
programs  for  business  applica¬ 
tions;  analyze  software  require¬ 
ments  to  determine  feasibility  of 
design;  direct  software  system 
testing  procedures  using  exper¬ 
tise  in  Oracle  Discoverer,  Java 
Script,  UML  and  PL/SQL.  Re¬ 
quirements:  Bachelor's  Degree 
or  equivalent  in  Computer  Sci¬ 
ence  or  related  field  and  two 
years  experience  as  a  software 
engineer  or  computer  program¬ 
mer,  knowledge  of  Oracle  Dis¬ 
coverer,  JavaScript,  UML  and 
PLVSQL.  Salary:  $66, 000/year. 
Working  Conditions:  8:00  A.M. 
to  5:00  P.M.,  40  hours/week, 
involves  extensive  travel  and  fre¬ 
quent  relocation.  Apply:  Manager, 
Beaver  County  Team  PA  Career 
Link,  2103  Ninth  Ave,  Beaver 
Falls,  PA  15010-3957,  Job  No. 
WEB249357. 
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1-800-762  2977 


SOFTWARE  ENGINEER 

Software  engineer  to  design, 
develop  and  test  computer  pro¬ 
grams  for  business  applications; 
analyze  software  requirements 
to  determine  feasibility  of  design; 
direct  software  system  testing 
procedures  using  expertise  in 
Oracle  8i,  AWT,  EJB  and  JBuilder. 
Requirements:  Bachelor's  Degree 
or  equivalent  in  Computer  Sci¬ 
ence  or  related  field  and  two 
years  experience  as  a  software 
engineer  or  computer  programmer, 
knowledge  of  Oracle  8i,  AWT, 
EJB  and  JBuilder.  Salary:  $66,000/ 
year.  Working  Conditions:  8:00 
A.M.  to  5:00  P.M.,  40  hours/ 
week,  involves  extensive  travel 
and  frequent  relocation.  Apply: 
Manager,  Indiana  Job  Center, 
350  North  Fourth  Street, 
Indiana,  PA  15701-2000,  Job 
No.  WEB249059. 


NETWORK  SYSTEMS  ENGI¬ 
NEER  sought  by  IT  consulting 
firm  in  NJ.  Candidates  must  have 
a  Bachelor’s  degree  or  equivalent 
in  Comp.  Sci.  or  related  field  and 
at  least  5  years  of  experience  in 
network  management  and/or 
administration.  Must  have  expe¬ 
rience  in  Unix  OS,  including  trou¬ 
bleshooting  and  performance 
tuning.  Must  have  background 
in  HP-UX,  Sun  and  AIX.  Knowl¬ 
edge  of  Unix  based  tools,  network 
monitoring,  Internetworking,  in¬ 
cluding  topologies  and  LAN  and 
WAN  protocols.  Send  resume 
to:  Joseph  M.  Triolo,  Spherion 
Infrastructure  Solutions  Group, 
9  Polito  Avenue,  Lyndhurst,  NJ 
07071 . 


SYSTEMS  ANALYST.  Arlington 
Heights,  IL.  Administer  client/ 
server  and  legacy  based  systems 
for  billing,  provisioning,  and  net¬ 
work  admin  for  the  utilities  in¬ 
dustry  using  Customer/1 .  Manage 
a  team  tasked  with  systems  in¬ 
tegration  testing  both  online  and 
batch  processes.  Provide  quality 
assurance  for  reengineered 
billing  and  provisioning  applica¬ 
tions.  B.S.  any  field,  2  yrs  exp,  40 
hrs/wk,  9AM-5PM,  $72,218.00/ 
yr.  APPLICANTS  MUST  SHOW 
PROOF  OF  LEGAL  AUTHORITY 
TO  WORK  IN  THE  U.S.  Send 
resume  to  ILLINOIS  DEPART¬ 
MENT  OF  EMPLOYMENT  SE¬ 
CURITY,  401  South  State  Street- 
7  North,  Chicago,  IL 60605,  Attn: 
Leila  Jackson.  Ref.  #  V-IL  27495- 
J.  AN  EMPLOYER  PAID  AD.  NO 
CALLS  -  SEND  2  COPIES 
OF  BOTH  RESUME  &  COVER 
LETTER. 


Open  Sr.  Network  Engineer 


position  in  our  Pasadena,  CA 


office.  Please  mail  resume  to: 


Corp.  HR,  Earthlink,  Inc.,  1375 


Peachtree  St.,  Level  A,  Atlanta, 


GA  30309;  Attn:  Job  IB  (no 


phone  calls  please)  EOE 


Call  your 

ITcareers  Sales  Representative 
or  Janis  Crowley. 

1-800-762-2977 


SOFTWARE  ENGINEER 

Software  engineer  to  design, 
develop  and  test  computer  pro¬ 
grams  for  business  applications; 
analyze  software  requirements 
to  determine  feasibility  of  design; 
direct  software  system  testing 
procedures  using  expertise  in 
XML,  AS/400,  Visual  J++  and 
Oracle  8i.  Requirements:  Bach¬ 
elor's  Degree,  educational  or 
functional  equivalent,  in  Computer 
Science  or  related  field  and  two 
years  experience  as  a  software 
engineer  or  computer  program¬ 
mer,  knowledge  of  XML,  AS/400, 
Visual  J++  and  Oracle  8i.  Salary: 
$66, 000/year.  Working  Conditions: 
8:00  A.M.  to  5:00  P.M.,  40  hours/ 
week,  involves  extensive  travel 
and  frequent  relocation.  Apply: 
Manager,  Washington  County 
Team  PA  CareerLink,  Millcraft 
Center,  Suite  150LL,  90  West 
Chestnut  Street,  Washington,  PA 
15301-4517,  Job  No.  WEB 
249984. 


Atlanta-based  Voicecom  Telecom¬ 
munications,  LLC  a  leading 
provider  of  enhanced  communi¬ 
cations  services,  is  seeking  a 
Software  Engineer  to  design, 
develop  and  maintain  software 
projects,  using  UNIX,  PROGRESS 
4GL  (RDBMS),  PROGRESS 
WEBSPEED,  PVCS,  shell  script¬ 
ing  and  MS  Project;  prepare  status/ 
project  reports.  Responsible 
for  Telco  billing  CDR,  A/R  and 
Collections  processes.  Req.  B.Sc. 
in  Computer  Science  and  2  yr. 
experience  as  /engineer/pro¬ 
grammer/analyst  in  job  offered. 
Will  also  accept  candidates  with 
experience  equivalent  to  B.Sc. 
Send  Resume  with  Salary 
requirements  to:  HR  Manager, 
job  code  CW0304,  Voicecom, 
3399  Peachtree  Rd.  N.E.  Suite 
600,  Atlanta,  GA  30326 


System  Control  Engineer: 

Design,  Configure  and  Monitor 
programmable  logic  controllers 
(PLCS)  and  system  software 
using  PC  and  graphical  user 
interface.  Design  electrical 
controls  and  schematics.  Req. 
Bachelor’s  Degree  or  equivalent 
(based  on  education  or  work 
experience,  or  both)  in  EE,  ME, 
or  MIS,  w/nine  month  exp.  in  job 
offered  or  l&C  Engineer.  Must  be 
proficient  in  TXP  or  SIMADYNE-D. 
$48k-$56K/yr.  40hr/wk,  9am- 
5pm.  Send  resume  to  M.  Malik, 
Soft  Source,  Inc.,  3883  Rogers 
Bridge  Road,  Suite  404B,  Duluth, 
GA  30097. 


Sr.  Software  Engineer.  Duties:  An¬ 
alyze,  design,  develop  &  imple¬ 
ment  software  appls.  using  Java, 
JavaScript,  JNDI,  JDBC,  Oracle 
WebSphere  RMI  &  Windows  NT. 
Design  &  develop  intemet/intranet 
-based  appls.  &  distributed  multiti¬ 
er  appls.  using  Java  &  object-ori¬ 
ented  analysis.  Requires:  B.S.  (or 
foreign  equiv.)  in  Comp.  Sci.,  Eng. 
or  related  field  &  3  yrs.  exp.  in  the 
job  offered  or  3  yrs.  exp.  as  a  Con¬ 
sultant,  Software  Eng.  or  Devel¬ 
oper.  Concurrent  exp.  must  incl.  3 
yrs.  exp.  designing  &  developing 
software  appls.  using  Java  &  3  yrs. 
exp.  designing  &  developing  inter¬ 
net/intranet-based  appls.  40 
hrs./wk.;  8:00  a.m.  to  5:00  p.m. 
Send  resume  (no  calls)  to:  Tim 
Weis,  CTG,  Inc.,  55  Public  Sq., 
Ste.  457,  Cleveland,  OH  44113. 


Aquent  offers  a  wide  variety  of 
positions  for  qualified  software 
professionals.  We  offer  both 
full-time  salaried  and  hourly 
consulting  positions,  pre-tax 
medical  insurance,  paid  vacation, 
bonus's,  and  401  (k).  Some 
positions  may  require  higher 
levels  of  education  and/or 
additional  years  of  experience. 
For  career  opportunities  in  your 
area  of  expertise  and  specific 
Aquent  office  contact  Information, 
call  Mark  Grimshaw  at:  1-800- 
248-91 19;or  visit  our  Web  site 
abwww.aquent.com.  EOE. 


Fujitsu  Transaction  Solutions 
Inc.,  a  leader  in  advanced  Point 
of  Sales  (POS)  systems  for 
retailers  and  Data  Warehousing 
as  well  as  ATM  technology  for 
the  banking  industry  has  excellent 
opportunities  for  the  following 
position  in  Dallas,  Texas. 

IT  Infrastructure  Consultant 
(multiple  openings)  -  Provide 
consultancy  to  external/internal 
customers  on  deployment  of 
Peregrine  products.  Analyze 
business  &  IT  problems  &  produce 
systems  solutions  based  on 
available  technology.  Identify 
systems,  software  &  staffing 
requirements  for  customer  pro¬ 
jects. 

The  successful  candidate  will 
possess  IT  infrastructure  con¬ 
sulting  experience,  including  solid 
knowledge  and  experience  with 
Peregrine  Infrastructure  Man¬ 
agement  suite,  including  Service 
Center  and  AssetCenter,  IT  as¬ 
sessment  &  functional  require¬ 
ments  definition,  and  design/ 
development  of  client  solutions. 

Fujitsu  Transaction  Solutions  Inc. 
offers  competitive  compensation 
and  benefit  packages,  including 
health  and  welfare,  401  (k),  tuition 
reimbursement  and  much  more! 
Please  forward  your  resume  with 
salary  requirements  to  Fujitsu 
Transaction  Solutions  Inc.  5429 
LBJ  Frwy.,  Dallas,  TX  75240. 
Attn:  DB  -  HR.  Resumes  without 
salary  requirements  will  not  be 
considered. 


A  rapidly  growing  IT  strategy  and 
services  co.  located  in  Princeton, 
NJ  is  looking  for  top-notch  com¬ 
puter  professionals  w/exp  in  a 
combo,  of  the  following  areas: 
O/S:  UNIX,  AIX,  HPUX,  Solaris 
Win  9x/NT 

RDBMS:  Oracle,  Sybase,  SQL 
Server 

ERP:  Oracle,  SAP,  PeopleSoft 
Fin,  Mfg,  HR,  SCM  Apps. 

Lang.  &  Tools:  C,  C++,  VB, 
ABAP/4,  Lotus  Notes,  ASP,  VB 
Script,  VJ++,  ActiveX,  COM/ 
DCOM,  MFC,  Win32,  MTS, 
ODBC,  ADO,  Access,  Java,  Java 
Script,  Java  Beans,  JDBC,  JFC, 
HTML,  CGI,  Perl,  Designer  2K, 
Developer  2K,  PL/SQL,  SQL  Plus, 
SQL 'Loader,  SQL'Reports,  SQL 
'Forms,  SQL'DBA,  SQR,  Crystal 
Reports 

Reqmts:  MS/BS  degree  w/ 1  or  2 
yrs  exp  in  the  field.  Alternatively, 
employer  will  accept  a  Bachelor 
degree  +  5  yrs  progressive  work 
exp  in  computer  field.  Employer 
deems  4  yrs  towards  undergradu¬ 
ate  study  plus  3  yrs  of  profession¬ 
al  exp  in  computer  field  as  meet¬ 
ing  bachelor  degree  requirement. 
Work  site  in  Cedar  Rapids,  IA. 

We  offer  competitive  salaries 
&  benefits.  Please  fax  resume 
to  E  Partners  at  609-580-001 0  or 
mail  it  to  Resume  @  epartnersllc. 
com. 


Senior  Business  Consultant 

Carrier  Corporation,  an  HVAC 
manufacturing  company,  has  an 
immediate  opening  in  Syracuse, 
New  York  for  a  Senior  Business 
Consultant. 

Design,  develop  and  maintain 
custom  Lotus  Notes/Domino 
applications  and  perform  related 
support  services  in  both  Notes 
and  browser  client  environments. 

Must  possess  at  least  a  bachelor's 
degree  or  its  equivalent  in  Com¬ 
puter  Science  or  a  related  field 
and  relevant  work  experience  as 
a  Programmer  Analyst,  including 
using  Lotus  formula  language 
and  LotusScript,  developing 
web-based  applications  using 
Domino,  and  using  Javascript, 
XML,  HTML.  DHTML  and  Oracle 
7.1  or  higher. 

Resume  and/or  cover  letter  must 
reflect  each  requirement  above 
and  specify  reference  code  SBC 
or  It  will  be  rejected. 

Forward  resume  to  Carol 
Antonacci,  Manager,  E-Business 
at  Carrier  Corporation,  Carrier 
Transicold  Division,  1  Carrier 
Pkwy,  Bldg.TR20,  Syracuse,  NY 
13221. 


A  position  is  available  for  Software 
Engineer  with  an  Atlanta-based 
communications  software  compa¬ 
ny.  The  company  provides  next- 
generation  communications  soft¬ 
ware  platforms  that  dramatically 
improve  the  delivery  of  real-time 
audio  visual  communications  and 
data  in  increasingly  effortless 
ways  for  the  user.  The  Software 
Engineer  will  be  primarily  re¬ 
sponsible  for  developing  and  im¬ 
plementing  software  solutions 
which  deploy  video  and  audio 
multimedia  technology.  Candi¬ 
dates  for  this  position  should 
posses  a  Master's  degree  Electri¬ 
cal  Engineering  with  a  concentra¬ 
tion  in  Multimedia  Networking  or 
a  related  field  and  at  least  five 
years  experience  in  Design,  im¬ 
plementation  and  optimization  of 
video  coding  and  transcoding 
algorithms  including  MPEG2, 
MPEG4,  and/or  H.263  coding 
standards  and  signal  processing 
components  and  optimization  of 
algorithms  for  real  time  imple¬ 
mentation  on  software  platforms; 
and  two  years'  experience  in 
design  and  implementation  of 
video  proxy  servers  including  in¬ 
corporation  of  transcoding  and 
protocol  into  video  server  and 
implementation  and  optimization 
of  multimedia  protocols  including 
RTP,  RTCP,  and  RTSP. 

Apply  by  resume  to: 

William  Hogan 

250  1 4th  Street 
Suite  4007 

Atlanta,  Georgia  30318 


Product  Technologies  Inc.,  a 
Fujitsu  Group  company,  provides  a 
family  of  integrated  document 
management,  GIS  and  real  world 
engineering  and  operations 
solutions  to  the  utilities  sector.  We 
currently  have  the  following  op¬ 
portunity  available  (telecommute, 
reporting  to  company  office  in  Fair¬ 
fax,  VA): 

Senior  Development  Engineer: 
Implement  software/systems 
solutions  ,  leading  customization 
&  development  of  core  GIS  product 
&  Java  client/server  applications. 
Develop  &  integrate  Solaris  &  Lin¬ 
ux  plotting  systems  &  develop  cus¬ 
tom  code  to  support  PCL,  HPGL  & 
TIFF-based  plotters.  Analyze  de¬ 
fine  customer  project  require¬ 
ments  &  specify,  code,  validate, 
document  &  support  software  sys¬ 
tems.  Maintain  &  support 
in-house  hardware,  software,  fire¬ 
wall  &  network,  internet  &  intranet 
websites. 

Requires  exp.  with  C/C++,  Java / 
Java2,  Javascript,  JDBC,  XML, 
writing  support  scripts  in  Perl, 
Bourne,  Python,  Bash  &  Ksh  shell: 
and  Sybase  &  Postgres  RDBMS 
in  a  client/server  GIS  environment. 

Product  Technologies  Inc.  offers 
competitive  compensation  and 
benefit  packages.  Please  forward 
your  resume  with  salary  require¬ 
ments  to  Product  Technologies 
Inc.  5429  LBJ  Frwy.,  Dallas,  TX 
75240.  Attn:  DB  -  HR.  Resumes 
without  salary  requirements  will 
not  be  considered. 


Technical  Recruiter 

Technical  Recruiter  to  source, 
screen,  interview  and  hire  soft¬ 
ware  professionals  in  e-Business, 
internet,  client/server,  CRM/ERP 
and  other  areas  to  provide  appli¬ 
cation  integration  and  project 
management  services.  Respon¬ 
sible  for  full  life-cycle  recruiting. 
Hiring  candidates  in  the  US  and 
internationally  in  skills  like  Siebel, 
ATG  Dynamo,  Weblogic,  Web¬ 
Sphere  and  Blue  Martini.  Under¬ 
stand  and  qualify  client  require¬ 
ments  and  find/match  candidates 
against  those  requirements.  Re¬ 
quirements:  Bachelor's  Degree 
or  equivalent  and  three  years  rel¬ 
evant  experience,  multi-cultural 
recruiting  experience,  technical 
background,  familiarity  with  in¬ 
dustry,  technical  issues  and 
software  terminology.  Salary: 
$65, 374/year.  Working  Conditions: 
8:00  A.M.  to  5:00  P.M..  40  hours,' 
week,  International  travel  is  re¬ 
quired.  Apply:  Manager.  Washing¬ 
ton  County  Team  PA  CareerLink, 
Millcraft  Center.  Suite  150LL. 
90  West  Chestnut  Street,  Wash¬ 
ington,  PA  15301-4517.  Job  No. 
WEB249392. 
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NEWS 


Continued  from  page  1 

U.S.  Security 

cal  Infrastructure  Assurance 
Office  (CIAO). 

According  to  CIAO  Director 
John  Tritak,  plans  were  under 
way  to  move  his  organization 
under  the  auspices  of  the  exist¬ 
ing  White  House  Office  of 
Homeland  Security  before  the 
Bush  administration  unveiled 
its  intention  to  create  a  new  de¬ 
partment.  The  new  plan  calls 
for  the  CIAO  to  become  part  of 
the  Department  of  Homeland 
Security’s  information  analysis 
and  infrastructure  protection 
division,  Tritak  said. 

“The  most  important  func¬ 
tion  of  this  office  will  be  to  de¬ 
sign  and  help  implement  an 
interagency  information  archi¬ 
tecture  that  will  support  ef¬ 
forts  to  find,  track  and  respond 
to  terrorist  threats  within  the 
United  States  in  a  way  that  im¬ 
proves  both  the  time  of  re¬ 
sponse  and  the  quality  of  deci¬ 
sions,”  Tritak  said. 

A  primary  responsibility  of 
the  CIAO  will  be  to  ascertain 
information-sharing  require¬ 
ments  and  “determine  the  per¬ 
sonnel,  software,  hardware  and 
technical  resources  needed  to 


The  proposed 
Investigative 
Technologies 
Division  would: 

■  PROVIDE  technical  and  tactical 
support  for  investigators. 

■  OFFER  services  including  electron¬ 
ic  surveillance,  physical  surveillance, 
cybertechnology,  and  wireless  and  ra¬ 
dio  communications. 

■  DEVELOP  investigative  technolo¬ 
gies  and  techniques  as  well  as  train 
technical  agents  and  other  personnel. 

implement  the  architecture,” 
said  Tritak. 

“We  already  have  most  of 
the  technology  pieces.  The 
question  is,  How  do  you  con¬ 
nect  those  pieces?”  said  Alan 
Harbitter,  chief  technology  of¬ 
ficer  at  PEC  Solutions  Inc.,  a 
Fairfax,  Va.-based  Web  ser¬ 
vices  company. 

It’s  unclear  whether  any  sys¬ 
tems  integration  effort  would 
entail  creation  of  the  previously 
proposed  GovNet,  said  Olga 
Grkavac,  an  executive  vice 
president  at  the  Information 
Technology  Association  of 
America.  GovNet  would  be  a 
secure  government  intranet 
with  no  gateway  to  the  Internet. 


The  Homeland  Defense  IT  Plan  Involves: 

DEVELOPING  systems  for  real-time  communications  among  federal,  state 
and  local  emergency  personnel. 

CREATING  a  central  information-sharing  clearinghouse  and  compatible  data¬ 
bases  to  support  all  aspects  of  border  control,  including  visa  issuance. 

DEVELOPING  a  national  system  to  monitor  public  and  private  health  data¬ 
bases  for  indications  bioterrorist  attack  has  occurred;  creating  a  sensor  net¬ 
work  to  detect  and  report  the  release  of  pathogens  in  densely  populated  areas. 

ENHANCING  the  fusion  and  analysis  of  information  from  all  government  law 
enforcement  and  intelligence  sources.  The  effort  to  develop  threat  modeling 
and  simulation  tools  will  be  led  by  the  National  Infrastructure  Simulation  and 
Analysis  Center. 

•  *«*«»*•#**« 

UNIFYING  the  activities  of  the  Critical  Infrastructure  Assurance  Office  and  the 
National  Infrastructure  Protection  Center,  and  augmenting  those  capabilities 
with  the  Federal  Computer  Incident  Response  Center  and  the  National  Com¬ 
munications  System. 

COORDINATING  all  science  and  technology  research  and  development  to 
detect  and  counter  chemical,  biological,  radiological  and  nuclear  threats. 

SOURCE:  THE  WHITE  HOUSE 


What’s  clear  is  that  there  are 
massive  technology  challenges 
still  to  be  overcome.  The  con¬ 
solidation  will  mean  that  dis¬ 
parate  databases  with  different 
data  fields  running  on  different 
operating  systems  will  have  to 
be  integrated  in  a  way  that  pro¬ 
vides  senior  decision-makers 
in  the  new  department  with  a 
common  picture  of  the  intelli¬ 
gence  flowing  in  from  all  parts 
of  the  government.  The  inte¬ 
gration  also  poses  significant 
security  challenges,  say  ex¬ 
perts.  Sensitive  intelligence 
will  have  to  be  compartmental¬ 
ized  and  tightly  controlled  in 
the  new  organization  of 
169,000  workers,  while  still  be¬ 
ing  viewed  as  a  whole  by  those 
responsible  for  advising  the 
president  on  threats. 

IT  a  Strategic  Weapon 

Donald  Zimmerman,  CEO  of 
Washington-based  IT  consult¬ 
ing  firm  Synergy  Inc.  and  a  for¬ 
mer  IT  consultant  to  the  U.S. 
Air  Force,  said  it  will  be  critical 
for  the  new  agency  to  emulate 
the  private  sector’s  ability  to 
“leverage  IT  as  a  strategic 
weapon.”  Zimmerman  cited  as 
examples  Delta  Air  Lines  Inc.’s 
use  of  IT  to  re-engineer  its 
business  processes  and  the 
massive  scalability  and  ware¬ 
housing  capabilities  of  compa¬ 
nies  such  as  Yahoo  Inc., 
Nasdaq  Stock  Market  Inc.  and 
Wal-Mart  Stores  Inc. 

Zimmerman  recommended 
the  creation  of  a  homeland  se¬ 
curity  portal  based  on  com¬ 
mercial  Web  standards  that 
would  enable  all  government 
agencies  and  private  compa¬ 
nies  that  have  a  stake  in  critical 
infrastructure  protection  to 
tap  into  databases  and  share 
information.  Such  a  portal 
should  be  “role-based,”  mean¬ 
ing  that  users  would  have  ac¬ 
cess  only  to  information  re¬ 
quired  for  them  to  do  their 
jobs,  he  said.  ► 
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FBI  Must  Fix  Outdated  IT  Infrastructure 


Before  the  FBI  can  improve  its  ability 
to  defend  the  U.S.  from  another 
round  of  terrorist  attacks,  it  must  un¬ 
dertake  the  herculean  task  of  over¬ 
hauling  an  IT  infrastructure  that’s 
years  behind  current  technology. 

In  a  series  of  congressional  hear¬ 
ings  and  public  statements  this 
month,  FBI  Director  Robert  Mueller 
said  the  nation’s  top  crime-fighting 
and  antiterrorism  agency  “must 
become  better  at . . .  applying  tech¬ 
nology  to  support  investigations.” 
The  FBI’s  current  IT  infrastructure 
can’t  support  the  robust  analytical 
capacity  needed  by  agents  in  the 
field,  he  said,  adding  that  the  bu¬ 
reau  has  proposed  in  its  2003  bud¬ 
get  the  formation  of  an  Investigative 
Technologies  Division  (see  box  at 
top  left). 

The  FBI's  IT  deficit  revolves 
around  a  lack  of  data  mining  and  fi¬ 
nancial-record  and  communication- 
analysis  tools,  Mueller  said.  In  addi¬ 
tion,  the  agency's  current  infrastruc¬ 
ture  is  geared  primarily  toward  data 
management  and  not  analysis,  say 
former  agents.  Specifically,  the  bu¬ 
reau  needs  artificial  intelligence 
tools,  such  as  those  in  use  at  the 
CIA  and  the  National  Security 
Agency,  that  will  allow  agents  to 
conduct  searches  through  large 
numbers  of  documents  and  media 
formats  and  identify  patterns  and 
relationships.  One  FBI  agent  re¬ 
ferred  to  it  as  a  need  for  big  iron  - 
mainframe  computers  capable  of 
crunching  through  volumes  of  data. 

In  addition,  it  will  be  necessary  to 
deploy  a  secure  intranet  to  provide 
connectivity  between  the  bureau 
other  agencies,  Mueller  said. 

“I  would  feel  comfortable  saying 
the  bureau  is  a  decade  behind  cur¬ 
rent  information  technology,"  said 
James  Williams,  director  of  security 
solutions  at  Omaha-based  man¬ 
aged  security  services  firm  Solu¬ 
tionary  Inc.  and  a  former  FBI  agent 
who  served  in  the  computer  intru¬ 
sion  squad  at  the  bureau’s  San 
Francisco  field  office.  Williams  also 
cited  insufficient  staffing  of  person¬ 
nel  with  IT  skills  as  a  major  obstacle 
to  effective  information  sharing  and 
analysis. 

“There’s  a  desperate  need  for  a 


more  up-to-date  technology  infra¬ 
structure,”  he  said.  Unfortunately, 
he  added,  “good  ideas  are  devel¬ 
oped  in  pockets”  throughout  the 
bureau's  56  field  offices  nationwide. 

One  of  the  major  IT  changes 
to  take  place  at  the  FBI  in  recent 
years  has  been  the  deployment  of 
an  electronic  case  management 
system. 

“But  it  needs  quite  a  bit  of  im¬ 
provement,”  said  Charles  Neal, 
director  of  the  Cyber  Attack  Tiger 
Team  at  Exodus  Communications 
Inc.  in  Los  Angeles.  Neal  is  a  former 
FBI  agent  who  managed  the  well- 
known  Kevin  Mitnick  hacker  investi¬ 
gation.  “I  basically  had  to  use  one  of 
the  lower-paid  employees"  because 
agents  couldn’t  open  their  own 
case  files,  he  said. 

Secure  Networking  a  Must 

James  Ring,  a  retired  FBI  super¬ 
visory  agent  who’s  now  director  of 
the  investigative  services  group  at 
Boston-based  law  firm  Choate,  Hall 
&  Stewart,  said  he  couldn’t  figure 
out  how  to  use  the  case  manage¬ 
ment  system  “because  it  was  too 
user-unfriendly.” 

William  Harrod,  director  of  the  In¬ 
vestigative  Response  Division  at 
TruSecure  Corp.  in  Herndon,  Va„  is 
a  14-year  veteran  of  the  FBI,  where 
he  served  as  a  supervisory  forensic 
computer  specialist  and  coordinat¬ 
ed  investigative  information  man¬ 
agement  during  crisis  responses. 
According  to  Harrod,  “the  ability  to 
do  secure  networking,  both  voice 
and  data,  is  critically  needed.” 

“They  built  a  Chinese  wall  around 
their  systems  so  nobody  could  get 
in,  but  nobody  could  get  out  either,” 
added  Ring.  “It's  a  mentality  of  se¬ 
curity  with  no  application  of  risk  vs. 
reward  analysis." 

Ring  also  cited  a  culture  that  has 
yet  to  adapt  to  the  realities  of  the 
Information  Age.  “Headquarters  has 
always  been  involved  in  the  work  of 
field  agents,"  he  said.  “They  don’t 
want  anybody  communicating  with¬ 
out  headquarters  knowing  about  it. 
That  system  does  not  work  given 
the  speed  of  today’s  communica¬ 
tions  technologies." 

-  Dan  Verton 
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FRANK  HAYES/FRANKLY  SPEAKING 

Microsoft’s  Tall  Order 

I’VE  BEEN  LOOKING  for  ways  to  help  Microsoft’s  program¬ 
mers  get  focused  on  security.  Not  just  because  the  company 
last  week  announced  yet  another  batch  of  security  holes  in  its 
products  —  including  a  vulnerability  in  Internet  Explorer  that 
Microsoft  called  “critical”  —  but  because  I  figured  something 
that  works  for  Microsoft  will  probably  work  for  programmers  in 
corporate  IT  shops,  too. 


Unfortunately,  it  looks  like  Microsoft’s  corpo¬ 
rate  commitment  to  security  ilber  alles  won’t  be 
enough.  Even  sending  7,000  programmers  to 
class  for  a  quick  security  training  refresher  isn’t 
likely  to  do  it. 

That’s  because  programmers  have  a  hard  time 
changing.  A  really  hard  time. 

Watts  Humphrey  found  that  out  the  hard  way. 
Humphrey  is  the  guy  behind  the  Capability  Ma¬ 
turity  Model  —  as  in  the  “CMM  Level  5”  that 
software  development  outsourcers  like  to  brag 
about.  CMM,  which  Humphrey  developed  at 
Carnegie  Mellon  University’s  Software  Engi¬ 
neering  Institute,  is  both  a  way  of  gauging  how 
good  an  organization’s  software  development 
process  is  (from  Level  1  up  to  Level  5)  and  an 
approach  to  making  it  better. 

But  before  CMM,  Humphrey  spent  27  years  at 
IBM,  where  for  a  time,  he  managed  all  IBM 
commercial  software  development  and  banged 
his  head  against  the  problems  of  improving 
quality  and  on-time  delivery  at  what  was  then 
the  world’s  biggest  software  vendor. 

According  to  Humphrey’s  own  account  in  a 
series  of  1998  articles  for  the  software  journal 
Crosstalk,  when  he  took  on  IBM’s  thousands  of 
programmers,  every  programmer  was  heads- 
down  and  focused  just  on  coding  and  testing  — 
and  every  project  was  in  trouble  and  behind 
schedule. 

Any  similarity  to  Microsoft’s 
quality  and  delivery  troubles  is  no 
coincidence. 

Humphrey  quickly  discovered 
that  just  telling  programmers  and 
managers  to  use  better  practices,  or 
even  telling  them  that  better  prac¬ 
tices  were  now  the  No.  1  priority, 
wasn’t  enough  —  because  the  better 
practices  weren’t  used. 

That  problem  wasn’t  just  at  IBM. 

Here’s  Humphrey  talking  about  a 
later  effort  to  improve  practices: 

“One  manager  even  told  his  people 
that  it  was  more  important  for  them 


to  use  these  methods  than  to  meet  their  project 
schedules.  The  engineers  all  said  they  would  do 
so,  but  none  of  them  did.” 

And  why  not?  Humphrey  finally  figured  it 
out:  “Engineers  only  believe  new  methods  work 
after  they  use  them  and  see  the  results,  but  they 
will  not  use  the  methods  until  they  believe  they 
work.”  In  other  words,  reminders  aren’t  enough. 
Training  isn’t  enough.  Even  sincere  and  enthusi¬ 
astic  management  support  isn’t  enough.  Pro¬ 
grammers  believe  they  know  best  how  to  do 
their  work.  They  don’t  believe  other  approaches 
will  work  until  they’ve  used  them  successfully. 
And  that  usually  means  they  must  be  forced  to 
use  them. 

At  IBM,  it  took  an  absolute  management  de¬ 
cree  that  no  software  project  would  continue 
until  the  new  methods  were  actually  being 
used.  In  later  efforts  at  the  Software  Engineer¬ 
ing  Institute,  Humphrey  found  he  actually  had 
to  pull  teams  of  programmers  off  their  day- 
to-day  jobs  and  put  them  through  a  rigorous 
hands-on  training  course  to  get  them  to  change 
their  ways. 

That’s  what  Microsoft  is  facing  if  the  compa¬ 
ny  really  means  to  improve  security  in  its  prod¬ 
ucts.  It  will  take  more  than  a  day  of  classes  for 
each  programmer,  more  than  a  serious  manage¬ 
ment  commitment  to  its  Trustworthy  Comput¬ 
ing  initiative.  It  will  require  deep,  well-designed 
training  and  rigorous,  even  radical 
changes  in  how  every  software  proj¬ 
ect  is  managed. 

The  good  news  for  Microsoft  is 
that  even  if  the  cost  of  these 
changes  is  as  much  as  $100,000  per 
programmer,  the  company  has  mon¬ 
ey  in  the  bank  to  pay  it.  It’ll  be 
tough,  but  if  Microsoft  is  willing  to 
pay  the  price,  it  can  be  done. 

The  bad  news?  The  rest  of  us 
don’t  have  that  kind  of  money  lying 
around  this  year  —  and  we’ll  have  to 
look  for  a  cheaper  way  to  deal  with 
our  software  security  problems.  I 
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AFTER  AN  HOUR  on  the  phone 
trying  to  get  a  user’s  laptop  to 
boot,  tech  support  pilot  fish  is 
stumped.  “Bring  it  into  the  shop 
Monday  morning,”  he  sighs.  OK, 
user  says,  then  has  an  after¬ 
thought,  asking,  “Does  it  matter 
if  I  might  have  stepped  on  it?” 

NEW  POLICY  calls  for  a  month¬ 
ly  purge  of  all  e-mail  more  than 
30  days  old,  so  admin  pilot  fish 
explains  to  users  how  to  archive 
e-mail.  “Two  months  later,  one  of 
the  worst  abusers  -  a  lawyer 
with  more  than  10,000  e-mails  in 
her  in-box  -  calls  us,  howling 
about  all  the  e-mail  she  lost,” 
says  fish.  Why  didn’t  you  archive 
it?  he  asks.  She  yells,  “i  didn’t 
know  you  were  going  to  do  this 
every  month!” 

SPEC  FOR  this  new  project 
reads:  “The  search  engine  will 
search  the  database  for  the  key¬ 
words  submitted.  If  it  does  not 
find  them  the  first  time,  it  will  try 
again  three  more  times.”  What’s 
wrong  with  that?  project  manag¬ 
er  asks  when  developer  pilot  fish 
objects.  “He  really  didn’t  get  it,” 
grumbles  fish,  “that  if  it  doesn’t 
find  them  the  first  time,  it  won’t 
find  them  the  next.” 


“I’VE  GOT  this  virus,  and  I 
don’t  know  what  to  do  about  it," 
user  wails  to  sysadmin  pilot  fish. 
Fish  is  puzzled  -  he  personally 
had  set  up  user’s  PC  to  automat¬ 
ically  run  maintenance  functions, 
including  antivirus  updates. 
“What  happened?”  he  asks. 
“Well,  I  got  tired  of  those  annoy¬ 
ing  messages  telling  me  that 
there  was  an  update  for  the  virus 
software,"  user  says.  “So  I  just 
poked  around  in  there  and  fig¬ 
ured  out  a  way  to  turn  it  off.” 

USER  IS  trying  to  install  soft¬ 
ware  from  a  CD,  but  her  PC  can’t 
read  the  disk,  she  tells  help  desk 
pilot  fish.  First,  take  the  CD  out 
of  the  drive,  fish  tells  her.  “It’s 
stuck,”  user  says.  Where  did  you 
put  the  CD?  puzzled  fish  asks. 

“In  the  slot  at  the  top  of  the  com¬ 
puter,”  she  says  -  and  then  flips 
the  computer  over  and  shakes 
the  CD  out  of  the  vent  slot. 

Go  on,  vent  to  me:  sharky® 
computerworld.com.  You 

snag  a  snazzy  Shark  shirt  if  we 
use  your  true  tale  of  IT  life.  And 
check  out  the  daily  feed,  browse 
the  Sharkives  and  sign  up  for 
Shark  Tank  home  delivery  at 
computerworld.  com/sharky. 


The  5th  Wave 


“As  a  vieb  site  designer  I  never  thought 
I'd  sag  this,  but  I  don't  think  w 
site  has  enough,  bells  and  vjhisttes." 
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Arcstar  Global  Network  Services 


The  NTT/VERIO  Global  IP  Network  employs  a  Tier  One  global  IP  backbone  covering  the  Americas,  Asia, 
Europe,  and  Australia.  Backed  by  NTT  Communications,  a  part  of  the  world's  largest 
telecommunications  group,  the  NTT/VERIO  Global  IP  Network  provides  Dedicated  Internet  Access  with 
built-in  redundancies,  and  speeds  ranging  from  T1  to  0C12  so  you  always  get  your  data  where  and 
when  you  need  it.  Designed  and  built  from  the  ground  up  to  carry  IP  traffic,  this  Tier  One  Global  IP 
Network  is  monitored  24  hours  a  day  and  365  days  a  year  in  state-of-the-art  Network  Operations 
Centers.  The  NTT/VERIO  Global  IP  Network  also  provides  you  with  a  scalable  and  flexible  range  of 
global  IPSec  VPN  solutions,  including  Global  IP  Security  Gateway  Services.  And  behind  it  all  are  the 
most  experienced  technical  staff  and  most  aggressive  global  SLAs  in  the  industry. 

Visit  www.nttverio.com/ad  to  find  out  more  about  how  we  can  help  you  and  your  data  get 
where  you're  going. 
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■  Undisputed:  the  IBM  (©server  pSeries™670  running  UNIX®  costs  up  to  25%  less  than  the  Sun  Fire  6800,  but 
offers  morel  Four  times  more  partitions,  so  you  can  consolidate  more  workloads  into  a  single  box.  And  you’re  free  to 
allocate  your  resources  the  way  you  want.  Plus  the  p670  provides  support  for  AIX®  5L  (IBM’s  industrial-strength  UNIX  OS) 
as  well  as  Linux®  partitions  and  has  self-managing,  self-healing  features  via  IBM  eLiza™  technology.  Learn  more:  go  to 
ibm.com/eserver/p670.  To  talk  with  a  specialist  or  to  locate  the  nearest  IBM  Business  Partner,  call  1  800  426-7777. 
(Mention  priority  code  102A5006.)  Because  you’ve  got  to  come  out  fighting. 


8-way  pSeries  670  server  ($319.144  00)  versus  8-way  Sun  Fire  6800  server  ($429,795.00).  Both  systems  with  8GB  memory,  tape,  10/100  Ethernet  CD-ROM/DVD-ROM  and  two  18GB  hot-swappable  disk  drives.  Price  information 
based  on  U.S.  list  prices  as  of  5/3/02.  Prices  subject  to  change  without  notice.  Reseller  prices  may  vary.  Sun  list  price  from  store.sun.com.  IBM,  the  e-business  logo,  AIX,  eUza,  pSeries  and  e-business  is  the  game.  Play  to  win  are 
trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation.  Linux  is  a  registered  trademark  of  Linus  Torvalds.  UNIX  is  a  registered  trademark  of  The  Open  Group.  Other  company,  product  and  service  names 
may  be  trademarks  or  service  marks  of  others.  ©  2002  IBM  Corporation.  All  rights  reserved. 
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